


‘The 


ORECASTS for the last quarter 

and especially for the last six 

weeks of this year have been 
optimistic, but the optimism has been 
tempered by doubt as to whether the 
movement of appliances into consum- 
ers’ hands was keeping pace with pro- 
duction. 

A highly reassuring indication is 
contained in the figures from the De- 
partment of Commerce on retail appli- 
ance sales for September. These are 
printed in the table on this page and 
show an increase of 21 per cent over 
sales of September a year ago. This 


NOVEMBER 


shows retail sales are at a higher rate 
than manufacturers’ shipments for that 
month. - Production figures show an 
increase of only 17.7 per cent on re- 
frigerator shipments in September 
1939 against September 1938; and an 
increase in electric washer sales of 
13.79 per cent. Ranges exceeded these 
increases, having a spurt in Septem- 
ber sales of 47.65 per cent against a 
year ago; but ironers are down 6.27 
per cent against the comparable month, 
as also are gas engine washers, water 
heaters and roasters. Floor cleaners 
are up 18.5 per cent, which is also a 





RETAIL SALES OF HOUSEHOLD APPLIANCES BY INDEPENDENT STORES, 
COMPARED WITH MANUFACTURERS’ SALES OF ELECTRIC REFRIGERATORS 


No. 

of 

Drls. 

Middle Atlantic (1 state).... 48 
oat oka naa reece 48 
East North Central (4 states) 59 
RE "was pic out 14 
Indiana 10 
Wisconsin .. 12 
Ohio py ae BS 23 
*West North Central (4states) 29 
tSouth (6 states)........... 23 
SWest (10 states)........... 167 
California . 117 
WE ete Geet ceca sus 326 


Retail Sales—Department of Commerce 


Mfrs.’ Sales—National Electrical Mfrs. Assn. 


*la., Kans., Mo. and Neb. 


Retail Sales Manufacturers’ Sales 





Household Appliances Refrigerators 
Sept. 1939 Sept. 1939 Sept. 1939 Sept. 1939 
vs. vs. vs. vs. 
Sept. 1938 Aug. 1939 Sept. 1938 Aug. 1939 
+14.99%, — 4.9% — 5% —45.8%, 
+14.9%, — 4.9% — 5% —45.8% 
TITAG% +iEIG +2647, —22.3%, 
+iés% + 48% +18.4% —12.5% 
+38.2% + 8.8% —.4.97, —68.0% 
+35.6%  +16.3% — 8% —388% 
+10.7% +22.4%, THe + 19% 
+ 14% + OFZ +39.9% +14.1% 
+35.3%  1+16.9% +15.3% —31.3% 
+teS% + 68% +21.6%, — 9.4%, 
HA + 29% +i + AG 
+21.1% + 69% %$+18.9% —23.7% 

tAla., Tex., Fla., Ga., Okla., S.C. 
§Ariz., Colo., Ida., Mont. Nev., N. M., 


Utah, Wyo., Cal., Ore. & Wash. 
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Merchandising Month 


figure under the retail sales increase 
reported. 

Retail sales, therefore, are on the in- 
crease, but inventory is not accumulat- 
ing. The prospects are good that dis- 
tributors and retailers will go into the 
new year with stocks well cleaned out. 

Forecasts from the department 
stores look toward a record Holiday 
business. This should be true, espe- 
cially of the smaller electrical appli- 
ances—the traffic group—that always 
benefit most by the Holiday buying 
stimulation. Clocks, roasters, hot- 
plates, waffle bakers and all types of 
table cooking appliances, mixers, heat- 
ing pads, coffee makers and toasters 
have their biggest month in December. 
In fact, with most of these products 
December accounts for one-quarter or 
more of the total yearly business. 

One major appliance benefits from 
a stimulation of sale in December. 
That is the ironing machine. The 
records of an important retail group 
show that over a twelve year period 
December has been the second best 
month of the year for ironer sales, ac- 
counting for 11.1 per cent of the total 
yearly business. A proportion ex- 
ceeded by only one other month. The 
retail organization from which our fig- 
ures come has not had special ironer 
program during December. The reas- 
onable inference from the figures is 
that a good many consumers regard 
the ironer as an appropriate Christmas 
gift. This might suggest an answer 
to that often asked question: What 
can we do to increase ironer sales? 
Promote them for Christmas giving. 
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Lighting | 


By LAURENCE WRAY 
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Increases of 200 per cent in lamp bulb sales are by no means uncommon among 
dealers who have built their own Light Conditioning Service Centers. This one 





is in the Rangler Electric Co., Buffalo, N. 


ke o yu can jump right in 

e light conditioning business as far 

| stock is concerned for about 

$30. It takes a far bigger investment 
put one washer or refrigerator on 

it floor than is required for a good, 

g is push into the lighting busi- 

ness rue, the unit of sale is not 
irge but the turnover is fast and the 


ight condition- 


ng is impressive—and all those peo- 
¢ ire being « pose 1 to the other 
é you ive to Sé 
You've ¢ to remember that you 
von't be selling fixtures as such. You 
vill be selling fixture “‘modernizers” 
In a recent survey by Woman’s Home 


Companion, details of which are shown 


ewhere in this article, 1,000 homes 


* 


were looked into and it was found that 
the astounding total of 15,000 “mod- 
ernizers” would be required to bring 
1,000 homes up to minimum 
standards of lighting efficiency and 
beauty. These included 2,000 adapters 
for single socket fixtures; 3,000 candle 
shades for wall-brackets or overhead 
fixtures; 4,200 
modernizers, or plastic or parchment 
cones for multiple socket fixtures; and 
5,100 I. E. S. lamps and 1,700 non-lI. 
E. S. portable lamps. 
Well, you might say, maybe those 


P 
those 


candle silvered-bow] 


homes did need those modernizing fix- 
tures. need a lot of things— 
reason to suspect they 
And that’s 
When it comes 


Homes 
but that’s n 
are going to buy them. 


where the joke comes. 


NOVEMBER, 


es 


oy 


5 = LIGHT CONDITIONING SERVIC: 


to tearing out the present ugly, 
fashioned fixtures and spending some 
real dough on a complete new j 
the housewife can scarcely conceal t! 
yawn. And that’s especially true 
renters. But when you show them t! 
for a complete expenditure of $10 
$15 they 
pletely disguise the fixtures they have 
—both for rendering a better lighting 
service and for greater beauty—you've 
got something that has them all pant- 
ing to take it away from you. That 
is, if they know you have it to take. 

Listen to what a 
who have tried it out: 

“Since installing in a prominent 
place in our store the new Vision-Aid 
fixture display, together with a liberal 
assortment of Silver Bowl bulbs and 
material, we have had 
gratifying results in sales, re- 


can modernize and cor 


few dealers say 


promotional 
very 
peat sales and in general public 
terest. 

“We have our display electrified so 
that all can be lit up during certair 
parts of the day or when showing to 
customer and it attentior 
getter and sales producer. We feel that 
the combination of the fixtures wit! 
the silver bowl bulbs is going to be a 
steadily growing and highly profitabl: 
part of 
Best of all, the customers who have 
already bought are more than pleased 
and are advertising the line for us.” 
(J. H. Couden Hardware, Manlius 
N.Y.) 

“It seems incredible that with just 


sure is an 


our business from now ot 


a ‘twist of the wrist’ an old, ugly and 


intiquated fixture can again be 

. . The most 
astonishing part of this new indirect 
lighting idea is the price of both the 
bulbs and the fixtures. At first wher 
[ saw the prices which we 
for the 


come a thing of beauty. 


receive merchandise, I 


sales appeal but I have since 


convinced by the buying public that 


the retail prices are ‘right’. . .” (Al 
vin Naas, Jr., Waite Hardware Co. 
UW "orcester, Mass. ) 

“We found the activity (Light Con 
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were to 


Kite 

















a si a te. Se i le 


= 





must 
confess I was a little leery as to their 


been 





ELEC 






yant- 


take 


NG 


bulbs 


But 


Here's a good ex- 
ample of a home- 
made Light Condi- 
tioning Service Cen- 
ter. Flanking it on 
both sides is a paint 
display. lamp 
and fixture 
modernizers 
are brought together 
at a single point. 





Dealers are finding a new source of profit, in added lamp 
bulb sales and lighting accessory “‘modernizers,” through 


the creation of a Light Conditioning 


increased our floor traffic 
considerably and the whole plan has 
assisted us in making many new cus- 
tomers and friends for the store. When 
the activity first began, our salesmen 
used the kitchen fixture for a door 
opener and were successful in getting 
into customer’s kitchens, to make their 
demonstrations and thus see their need 
for a General Electric appliance. .. . 


ditioning ) 


“Our sales of Vision-Aid lamps for 
the months of March and April 
amounted to $92.15. Our sale of Silvray 











Type of Fixture 


of 


Ceil- 


ing 


Kitchen unit — glass 


Total Per Num- 

Num- Cent ber 

berof not not Type of Modernizer 

Fixtures Fixtures Shaded Shaded Needed 
$80 15.5 149 Silvered-bowl kitchen 
unit or glass globe 

1,733 63 1,094 Silvered-bowl, parch- 
ment or plastic adapter 

954 80 766 Silvered-bowl, _parch- 
ment or plastic adapter 

353 62 218 Parchment or plastic 
candle shades (4 or 5 
per fixture) 

1,801 78 1,400 Silvered-bowl modem- 
izers, parchment or plas- 
tic cones. (3 per fixture) 

1,508 23 360 


globe type 13 
Drop cord 24 
Single-socket ceiling 

rosetts 13 
Multiple-socket 

candle fixture 5 
Multiple-socket 

shower fixture 25 
Other types — satis- 

factory or not 

suited to modem- 

ization , _ 20 


Wall brackets 


Summary of Equipment Needed in 1000 Homes 
2000 Adapters for single-socket fixtures 
3000 Candle shades for wall brackets or candle fixtures 
4200 Silvered-bow!l modemizers, or plastic cones for muitiple-fixtures 


EXTENT OF USAGE IN HOMES HAVING ‘‘I.E.S."’ SPECIFICATION 
OR SIMILAR TYPES OF PORTABLES (1013 HOMES) 
Number of Portables Per H 


—s 
omu Ouvhawn- 


None 


PORTABLE LAMPS NEEDED IN THE AVERAGE HOME 


_Needs 


MODERNIZERS NEEDED FOR FIXTURE LIGHT CONDITIONING IN 1,000 HOMES 


Per Cent 


9,991 56 1,672 


ome 


Parchment candle shades 
(1.2 per fixture) 


Number of Homes 
eee Ne —- 
52 
19 
7 


>-"NON WwW 


45 








Living Room 
Dining Room 
Bedrooms (2) 


4 


2 


Market per 
Has __ 1000 Homes = 
Non- Non- Non- 
1ES Wall IES JES Wall IES N IES _Wall IES 
7 ae 2.8 3,300 


2 
2 
2 


3 
2 ’ 3 1,800 4,000 


5,100 4,000 1,700 
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for the same two months amounted to 
$85.75. Our lamp sales for March 
amounted to $122.93 and for April 
(H. E. Kintzel, Kintzel 
and Luckenbach, Allentown, Pa.) 

There’s a dealer who did a total of 
$407.07 in lighting sales alone for the 
two months period! 

What about distributors? Listen: 


“For your information, we have dis- 
posed of approximately 800 units (Sil- 
vray) due primarily to the ads run in 
this city. In fact, we sold more Silvray 


NDT 


Service Center 


in these test cities showed that com- 
binations of fixture modernizers, sil- 
ver bowl lamps, and shades, 
that they averaged 76 sales 
six-week period in the spring 


showed 
during a 
| g at prices 
ranging from .35 to $3.50. Lamp bulb 
sales showed a 116 per cent increase 
during the same period when, with 
lengthening days, sales usually show a 
sharp decline. 
have six 


the home. 


Every customer should 


types of lighting fixture in 
These 


include ceiling fixtures, wall 


IONING 


And here is still another Light Conditioning Service Center built by the dealer 
himself. This one is located in the F. J. Pekoc Hardware Co. in Cleveland. 


lamps and units during the past two 
months than we sold during the pre- 
vious three years. The amazing thing 
about this promotion is that although 
the advertisements at the present time 
have stopped, the sale of these units 
continues. These ads have given us 
more immediate results than any ad- 
vertising which I have known to be 
run on electrical merchandise of any 
kind in the 29 years which I have 


been with this company... .” (J. M. 
O’Donnell, manager, Graybar Electric 
Co J lV orcester, Mass. ) 


“We have sold over thirty assort- 
ments to our dealers and are now en 
fill-in re 


joying a very satisfactory 


peat business. So far, we have not 
heard of a single dealer who has been 
dissatisfied or who is sorry he bought 
the deal... .” (7. Al. Warren, Mor- 
ley Bros., 

The above letters come from deal- 
Light Condi- 


Saginaw, Mich.) 


ers in cities where the 
tioning program was given a test pe- 
riod of two months. They speak pretty 
eloquently for themselves. 

A breakdown of some 300 dealers 


brackets, desk lamp, bridge lamp, end 
table lamp and I. E. S. three-lite lamp. 
The multiple socket ceiling fixture is 
ften scarcely used because of the 
glare with regular bulbs and the lack 
of light provided by flame-tints. Equip- 
ping with 60-watt silvered-bowl maz- 
das, with attractive shades, it becomes 
indirect lighting fixture. 
Wall brackets are inclined to glare too, 
but equipped with plastic 
40-watt 


a modern 


shades and 
bulbs, they become efficient 
light sources and things of 


Desk lamps of the old-fashioned type, 


equipped with plastic bowl, a new 


} 
beauty. 


white shade and a 100-watt lamp, be- 


come new lamps. Similarly, a white 
reflector and a 109-watt silvered-bow] 
lamp screwed into the socket of a 
bridge lamp brings it up to date in a 
jiffy. The same is true of the end table 
lamp and the final touch to the cus 
tomer’s light conditioning program is 
the addition of a three-way I. E. S. 
lamp for reiding and working. The 


entire cost of such a light conditioning 


job (and not all customers need the 
(Continued i ext page) 
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CHT COMDNTIOMING SERVICE 
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Fries & Schuele, Cleveland department store, more than tripled 
sales when they installed this Light Conditioning Service Center. 
n the lamp department. Note the 
book on pedestal in center of display. 


tis 


their lamp bulb 
Appropriately 


Authorized Light Conditioning Service 





L. Manthey (right) of the Bell Hard- 
Lakewood, O., has a small Light 
Conditioning Service Center which at- 
tracts attention to his lighting products. 


ware 


N-OMEM BER, 








1939—ELECTRICAL MERCHANDISING 





the upper half of the unit alone 
on a counter or a table may be gb. 
tained. Windo-Craft make a pylon 
type unit which sells for $9.15 fo), 
Buffalo. This unit is built of woog 
fibre and wallboard, is 56 in. high, has 
a shelf for conversion bowls, acces. 
sories and shades, and provides foyr 
pull-chain sockets for demonstrating 
lighting modernizers. The main thing 
to remember, whether you buy o; 
build, is to create some kind of Light 
Conditioning Service Center which 
will unify your lighting sales and ge 
your customers interested in the story 
of modernizing their old lighting fix. 
tures with adequate wattage lamp 
bulbs, and accessories which add to the 
efficiency and beauty of the home 
lighting. 


> put 









































































“Modernizer” Accessory Makers 















e W e over) ynly $21.45 try them out on her present fixtures floor or table lamps. All the Light Now a lot of dealers who have not og ban 
But see w such a light condition- Tickled to death with the result she Conditioning Service Center does is been following the progress of the new dase of sé 
ng b works out for the dealer! gets on her bonnet and hikes around bring all these units together where’ kind of lighting fixture business are 
Fy é ndpoint of lamp bulbs for some more they belong, tell a unified lighting unaware of the types of accessories 
’ the tomer has spent $1.20 If the customer objects that increas- story through the use of the “Author- on the market to do a modernizing job 
rior e light iditioning. With ing the wattage of lamps will run her ized Guide”, attract attention and cre- with. Some of the companies most 
con g her expenditure for light bill up, the book has all the an- ate interest in a neglected portion of prominently identified with the manv- 
ip bulbs is $4.45—an increase in swers to that one, too. Tables show your business. facture of this “modernizing kits” 
izda lamp profits of 260 per cent exactly what the increase per month Manufacturers supply directions you which may be bought for as little as 
In addition, because the customer has vill amount to, computed anywhere can follow to build your own Light $15 and carry a sweet profit are listed 
been shown that light conditioning is from 2 cents to 7 cents per kilowatt- Conditioning Service Center; there herewith: _ 
ttractive, efficient and cheap, she has f she wants the specifications are also pictures ot ones you can buy The Artalier Co., 1814 East 40th St.. Cleve. 
nvested a iditional $17: t-candles to light her living all ready made. Two companies in the land, 
5 shades { : » fixtures at room, for instance, it’s all there in business of making them specially for The Duv Co., Inc., Benton Harbor, Mich. 
25 _......$1.25 black and white dealers are H. G. Stief & Co., 424 East -pemman: - Aen ag ar vag? 
5 Plastic b nd 1 “ That’s one of the things you have to 131 Street, Cleveland, O., and Windo- re A ri Ou, FUSSNES LNVISIOR, MOTT. 
lamp _.. 1.59 have. The next thing is the display Craft Display Service, Inc., 372 Pearl General Electric Supply Corp., Bridgeport 
5 shades fo t 1t .25. 1.25 stand or Light Conditioning Service Street, Buffalo, N. Y. The first com- Conn. ; 
Plastic haw desk Center, itself. Maybe you are handling pany makes three Light Conditioning ae Corp., 6611 Euclid Ave., Cleve. 
lamp 1.50 me o1 two or h lf a dozen of the fix- Service ( enters—one without lamp Le Selle Lighting Products, inc. 143 Senecs 
Silvered bow! lamp reflector for ture “‘modernizers ight now. Cer- counter base for $16.75; one with 2-ft. St., Buffalo, N. Y. 
bridge lamp _. 89 tainly, you have a display of lamp lamp counter service base for $24.00 Graybar Electric Co. (Silvray) 
{ shades for wall brackets at .25. 1.00 Dulbs somewhere about the place. and one with a 5-ft. lamp counter for “ae teed iy. 8 ee Place 
1 I. E. S. three-lite fl ump. . 12.75 Maybe, on another table, you have $29 75. The units come completely FE. W. Wakefield Brass Co., Vermilion, O. 
me portables and uple of I. E. S wired and equipped and, if you prefer, Vision Aids, Inc., Kinney Bldg., Newark, N. J 
That’s the amount of business whi 
wuld easily accrue to the dealer set 
up to do a lig! lit g job, whe 
faced with a customer wl wants t Men wit! 
buy a .15 lamp bulb for renewal naturals 
What You Need 
Well, says you, how do I know just 
what kind of lighting fixtures the cu 
e ] I ¢ int ¢g H 
round t uses and ca 
1 25-ce ) le Che ve at 
With every About 
¢ ( g Sx e Cent Cohen 
’ ply he Esther 
ed | i ipy a at the 
play un clinch } 
Light Cond ally rut 
S vhole story : you thi 
1 tire . p 
= HEADQUARTERS FOR Pre 
| e old : GENERALS? ELECTRIC Cohen | 
, st what the eus- MAZDA LAMPS the cot 
t er é ( he a : : wrappe 
‘ t t vy the cu : etter Light she loo 
( 1 yw she hiv 704 Stght a snow 
r eral types of to gaz 
1€ 1s¢ beauty 
R t e lay stand is the a resu 
_ der vires I-bow! If you want to buy a Light Conditioning Service Center And this is a custom-built deluxe Light Conditioning brothet 
» Oo pter that will do all custom built here is a 5-foot model for about $29, Service Center costing about 60%. Note that nearly week’s 
t »b es are so low sh built by H. G. Stieff & Co., 424 East 13st St., Cleve- every type of reflector, pin-it-up lamp, fluorescent light, Elec 
ardly iking a few home land, O. shades, plastic bowls, and lamp bulbs are displayed. yrner 
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H. L. Springer, Chicago, electric shaver With an electric, Mr. Springer says, you With a safety a man shaves up when The reverse is true when working on his 
ne man, illustrates the “pull down" tech- should pull the skin up and shave up. working on his neck. neck with an electric shaver. 
€ ne nique of safety shaver users. 
S are 
SOT1es 
ig job e 
mos 
c: 5-Minute Drama 
kits 
tle a a 
listed 
- uts LANZO 
lich. 
i 
Meri- 
° ° a 
* in Electric Shaver Sellin 
Cleve S 
eneca 
° 
Spotty Selling Shows Rewards go to Men Who Demonstrate 
Place 
O. _— , natin ave 
NJ tofore, all too many salesmen have 
handed one to a customer, with the 
question, “What do you think of it?” 
or they persuaded the customer to take 
| Mie ott Ueten acl os melee, oo it home, and play with it for a while 
elie: Ree alaehie aeeesk: When such gadgets were novelties 
on the market, customers took them 
home in quantity They took them 
home with no instructions on how to 
use them and ran them over the face 
using the old safety razor technique, 
HE small appliance business which is exactly the wrong thing for 
can learn a lot from the girls an electric. It is a marvel that 5 or 6 
at the toilet goods counter. million electric razors have been sold, 
About fifteen years ago Esther and that quite a number have learned 
Cohen was demonstrating Lady the art—and it is an art—of shaving 
Esther cold cream over the counter themselves electrically Out of this 
at the Fair Store in Chicago. To haphazard passing out of razors grew 
clinch her point she would occasion- a word-of-mouth ‘criticism “They 
ally rub a little bit on her wrist. “If won’t shave close enough.” 
you think it is so hot,” commented Today with the novelty gone, the 
a woman customer, “why are you _ electric razor faces a made-to-measure 
afraid to put it on your face?” Esther job. Dealers have got to go back and : ; 
Cohen wd the dare. Reaching under correct that general impression given Evening call backs to meet grouchy husbands are much more amiable 
, affairs if you can produce an electric shaver for him to play with. 
the counter she grasped a towel and to the public that electric razors will 
wrapped it about her hair. Ina trice not shave closely enough. They have 
she looked as if she had been hit with got to do it by demonstration. As a 
a snowball. Crowds of women stopped gift for men the electric razor is a on time and about 40 per cent of the about electric razors have to be 
to gaze at the apparition giving a_ natural. At $12.25 it is within almost year's total goes over the counter at slapped down by dealers: 
beauty talk. Before noon, Monday as anyone’s reach. It is one of the few Christmas. About 30 per cent of them 1. That they won't shave closely 
a result of the new technique, her appliances made especially for men are bought by women. Men anywhere enough. 
brother was called to replenish the (although it may be used by women). from 15 to 35 years of age are the best 2. They won't work in hot weather. 
week’s supply of merchandise. The possibilities are unlimited. buyers. Men over 40 are reluctant to The answer is the five-minute 
Electric razor selling is turning the Those in the business declare that adopt new methods. drama. Any dealer can look over into 
ner with just such a story. Here- 55 per cent of electric razors are sold To repeat, two misapprehensions (Please turn to page 63) 
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By Clotilde Grunsky 


corner in’ large manutacturer’s holdover at the 
ry and ask end of the season in electric refrigera- 
A ex rs and o jobber broke ranks by 
ind = every ilaborating with a dealer in town 
\ i i trade-in sale of large proportions. 
9 e WwW lhe rest of the dealers gave up, and 
will go on to specify the town is back now where it was 
he granting ex before 
wwance if 4 
premiums with Raising Prices 
ee tri Mo 
will probably One community did something to 
you that very little better the situation by passing an 
H iv be g iwreement in its local dealers’ associa- 
ul mn raising the price of all refrigera 
I s by $5 to $10 (depending on the 
iand ) iginal price level) to allow for ice- 
plan break \ ox trade-ins Chis helped, but it did 
it whe came t go very far and privately the 
1 enoug lea vill tell you that the evils of 
‘ become a ympetitive trade-in bidding is just 
ib industry is bad as was before, with $5 added 
is ly t 1e inducement offered the cus 
tomer In this city one dealer reports 
é and ‘ having received back the same icebox 
r igrec Sa ide l hree times! 
liseling pacts which There is at least one large city 
The have bee , vhere a competitive situation between 
l1 years now and they private and publicly owned utility for 
t g e « long made a dealers’ trade-in agree 
espectiv ment out o question \nother 
Wh mmunity was agreed that a local 
v ide-in pact was desirable, but could 
u examine som yt frame one which their attorneys 
didn’t work and were willing to assure them would be 
é vo which d ega 
general pru Fair trade laws, adopted by a num- 
ber of the states pt ybably help, but 
is doubtful whether the electrical 
lea] who are hopefully looking 


Plans That Flopped ealers 


toward a complete abolishing of the 
It e P 1g] find the on trade-in evil through these legal safe- 
vhich flop The was, for it guards will find that they cover the 
ince, the where ground. At any rate, in the states 
dea y wanted where they have been in operation for 
ido refrigerator yme time, such as California, local 
ide igre é g t all groups are still going ahead adopting 
uwn uD e hox be a trade-in resolutions of their own and 
epted, , elect la reg uttempting to solve a problem which 
lar schedule—and the curred to apparently they consider still to be 
eone t there should be penalty with them. 
failu comply It was sug 
gested tha ery fir vn put 1 
3150 ts be cables te 1 FRESNO, CAL. 
t wilful violat f 
igre The plan ne g 1 The picture, in other words, is 
irthe N that a the black enough But there are white 
expected to break the rules laid dow spots Take, for instance, Fresno, 
t é v difficult it California. This was like any other 
t men and—well. $150 mmunity in the country some years 
epres¢ r sum ot profits. igo Dealers offered whatever they 
In , lealers had thought was right for the customer’s 
k la inv fi ld equipment. Most of them made 
ld off ine it wished for a this estimate small because they 
1 oe elf t wanted to make money, but as usual 
cent above the price there was some who maintained the 
; ] I j vav with the principle (or lack of it) of “anything 
mp! edu ind sat for a sale” and who were always will- 
| 1a t he i to make their allowance figures 
ge tha yrodu 1 some just a little higher than those of 
é pla he level of other their rivals. The customer, quick to 
igerat in acknowledged accept this opportunity for an ad- 
lesser vali | lan worked really vantage, became adept at salesman- 
lite well x h But it was ship themselves. Some of them were 
yf i! hen there was a_ better salesmen than the dealers and 
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Records of some Pacific Coast Experi- 
ments in Community Action Which 


have Withstood a Several-Year Test 





CHISELING IS A STATE OF MIND 


E talk a lot about the evils of chiseling and the more we talk the more 
W we despair of doing anything about them. Has it ever occurred to us 

that the two things—the talk and the chiseling, are perhaps mutually 
dependent upon one another? In other words, that we may actually be 
creating the situation we deplore? 

Chet Dye of the Los Angeles Bureau of Power and. Light has a story of his 
own college days when he and another boy helped earn their way through 
school by running a small store. They sold candy bars and other student 
“desirables” from an unattended cubbyhole at which the customer was 
allowed to choose his own goods and to make his own change. Everyone was 
honest and all went well until one morning when it was discovered that the 
till was ten cents short. Chet was all for forgetting the incident, but his 
partner felt that it should be advertised in order to warn others that such 
action would not be tolerated. He made quite a fuss over the loss, with the 
result that after that accounts failed to balance every day—and the store 
soon had to go out of business. 

The moral he finds in this experience is that it is not a good idea to talk 
too much about the evils that men do. It is better to concentrate on the 
good principles which it is possible for every man to put into practice for 
himself. In an atmosphere of successful probity almost everyone is honest. 
There may occasionally be a backslider, but if not too much attention is paid 
to him and the rest of the group simply go about conducting their business 
along sterling principles, the loss will not be fatal. But once you begin to 
make a big fuss over it and to worry audibly and frequently about the 
prevalence of chiseling and other reprehensible practices—well, if you don't 
break ranks yourself, you will soon persuade some other fellow that he has to 
do so in order to keep up. With the result that your store may fail in the 
general collapse of morale, just as did the one in the college experiment. 
"Chiseling", says Chet Dye, “is nothing but a state of mind.” He suggests 
that we can change it whenever we “have a mind” to. 





came out with the profit in the trans- long guarantees on refrigerators and 


action definitely on their side. Nor other appliances. 

ce they always strictly henest in 5. It has supported and promoted seasonal 
ee ee sees and special campaigns on all types of 
reporting the offers which (they appliances, cooperating with the util- 
said) had been made them. In fact, ity company in building up advertis- 


ing sections in the local newspapers. 
Within the past few months, for in- 
stance, there has appeared an 8-page 
refrigeration section, a 7-page elec- 
tric range section, three double-page 
spreads on evaporative air coolers and 


the situation was pretty bad. 
Then the Fresno Gas and Electrical 
The 


purpose of this local dealers’ organ- 


Appliance Society was formed. 


me 
sdapted tl 
mur. Afte 


Was 


ization was to protect the interests 
of the dealers and to cooperate with 
the utility in promoting the sale of 
gas and electrical appliances. Among 
the things which the society has ac- 
complished since it has been formed 
are these: 


1. It has prevented city legislation which 
would have increased the cost of in- 
stallation on gas appliances. 

has prevented an increase in water 
rates following the installation of 
evaporative water coolers for air con- 
ditioning homes. 

has supported the passage of a city 
ordinance which prohibited the sale 
of substandard or unsafe electrical ap- 
pliances or equipment. 

4. It protested to manufacturers against 


2. It 
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a full-page spread on electric roasters 
And— 

has adopted a code of ethics and @ 
trade-in agreement to standardize the 
appraisal of used appliances. 


> 


The Fresno dealers started out 
deal with the electric refrigerat 
situation—and decided that a num! 
of things could be done about 
First of all, they saw no reason wh} 
anything at all should be allowed 
a customer for an old icebox and the} 
agreed overnight simply to cut thi 
out. The public accepted the situa 
tion like a lamb. To be sure, for t 
first few days they asked for a trade 
in allowance, but when they learn 
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t it was not forthcoming and more- 
ver that other dealers in town had 
ne to the same decision, they 
dapted themselves without a mur- 
mur. After the first week or so, no 
ne even asked for the icebox trade. 
On used electric refrigerators a 
maximum trade-in allowance schedule 
vas adopted, based on the cubic 
ipacity of the box. Allowances for 
. 6 cu.ft. refrigerator run for $75 for 
year-old appliance to $17.50 for one 
six years old or more. No attempt 
vas made to fix relative values as 
between makes of refrigerators, but 
full porcelain 10 per cent could 
be added to the scheduled prices while 
for an economy box 15 per cent was 
leducted. 


29 Dealers Sign 


Twenty-nine of the principal deal- 
rs in town, members of the Fresno 
\ppliance Society, signed the agree- 
ment, which was drawn up in formal 
fashion. The document is prefaced 
by the statement, “This agreement is 
it to be interpreted as a covenant 

maintain fixed prices. It is merely 
1 promise to avoid technical price 
utting through the abusive practice 
ff placing fictitious valuations on 
second-hand merchandise received as 
1 credit. Competition is governed 
by the Code of Fair Competition for 
Retail Trade. The effect of adher- 
ence to this agreement shall be the 


1 


elimination of 


overbidding on ap- 


vertising of such flat allowances by 
the manufacturer. Concerted action 
by the dealers by way of protest was 
promised in any case where manu- 
facturers were guilty of such adver- 
tising. 

The refusal of icebox trade-ins was 
confined to Fresno and its immediate 
vicinity. In cases where dealers were 
in competition with retail firms from 
other communities in rural areas, they 
were freed from this restriction. 


Separate Range Agreement 


For ranges another type of agree- 
ment was signed, providing that the 
Merchants’ Association of Fresno 
should act as central bureau where 
each participating store should report 
all appraisals made by it, and against 
whose records each dealer must check 
before making any appraisal or trade- 
in equipment. Subsequent inquirers 
are furnished with the appraisal fig- 
ure given by the first dealer and 
pledge themselves not to quote a fig- 
ure higher than this sum. The 
Bureau, of course, maintains as con- 
fidential information the source of the 
figures which it quotes. No charge 
is made for this service to merchants 
who are already members of the Mer- 
chants’ Association; others must pay 
$3 monthly. It is specified that the 
maximum to be alowed in any case 
shall be governed by the schedule of 
maximum allowances compiled by the 
Exchange and Appraisal division of 





Maximum Trade-In Allowances on Used 
Domestic Electric and Gas Refrigerators 





o&¢ © © 
Cu. Fr. | | | | ) | 
Capacity 3 4 5 6 7. wlet uo} ow 
Yrs. Old | os ‘i . | | 
1. | 40.00) 55.00] 65.00} 75.00} 80.00} 85.00} 95.00; 110.00} 120.00) 130.00 
2. | 36.00] $0.00] 58.00] 70.00] 72.50] 75.00] 85.00] 100.00] 110.00; 115.00 
3. | 30.00] 40.00| 48.00| 55.00| 60.00] 62.50] 70.00; 80.00] 87.50| 95.00 
4. | 22.50] 32.50] 38.00] 45.00] 48.00] 50.00] 55.00 65.00} 70.00 75.00 
—~F. | 16.00] 22.50] 27.50] 30.00] 32.50] 35.00] 37.50, 45.00] 48.00, 52.50 
6. | 10.00] 12.50! 15.00] 17.50] 20.00] 21.00] 22.50) 25.00| 27.50 $0.00 
7. | SAME ei, ae : | | | 
8. | ALLOWANCES | | | | 
S.8 AS FOR are | | | 
10. | 6-YEAR-OLD BOXES 











For full procelain add 10% to above prices—Deduct 15Jo for Economy Box 




















Schedule of allowances of the Fresno Appliance Society 


praisals.” The agreement specified 
that dealers were not to give free 
rials of electric refrigerators, were 
tt to accept merchandise from the 
ustomer for resale and were not to 
lvertise or practice the giving of 
tated trade-in allowances unless such 
‘tion be made necessary by the ad- 
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the Retail 
California. 

These two plans have now been in 
effect for about five years. How have 
they worked? Very well, on the 
whole, say the Fresno dealers. Ice- 
“out”; free trials are non- 
existent; the trade-in trouble has been 


Furniture Association of 


boxes are 








1939 


greatly reduced. Of course, some 
abuses have occurred even after the 
trade-in agreements were put into 
effect. Jobbers, seeking outlets, some- 
times induced second hand furniture 
stores and clothing establishments to 
handle their products. It was most 
difficult to get such dealers to sign 
the agreements or to adhere to them. 

There is, incidentally, no set penalty 
for failure to live up to the agree- 
ment. Provision is made, however, 
for a secret Arbitration Committee 
of three members appointed by the 
president of the Appliance Society, 
whose duty it is to pass upon all ques- 
tions of dispute between participants 
and upon all charges of violation. 
The decision of this committee is ac- 
cepted as binding. 

A possible more legitimate diffculty 
was expressed by one dealer who 
pointed out that the older makes of 
boxes bore no record of their date 
of origin—and in judging the classi- 
fication in which to place a trade-in, 
the salesman was perhaps inclined to 
give the merchandise a more favor- 
able rating than it deserved. With 
all this, however, the remaining 
troubles are acknowledged to be 
minor. Fresno is lookéd upon 
throughout the Pacific Coast as a 
white spot upon the trade-in map. 


PORTLAND, ORE. 


In Portland, Oregon, a Central 
Appraisal Bureau has been in opera- 
tion since January 1, 1936. The move- 
ment started some five months pre- 
vious to this time, when 
committees were appointed to study 
the values of used or obsolete gas, 
electric and wood ranges, The first 
schedule as finally issued was more or 
less tentative and subject to a num- 
ber of subsequent revisions. The 
Bureau is now operating under a 
schedule revised as of April 15, 1939, 
which quotes figures on_ trade-in 
allowances for mechanical refrigera- 
tors as well as ranges. 

When the Bureau started, it had 
fifteen of the more prominent dealers 
as members. Since that time it has 
grown until it has forty-five members. 
This is by no means all of the hun- 
dred or more dealers serving the 
Portland territory but it does com- 
prise almost all the outlets of im- 
portance. In particular it includes the 
dealers handling the principal types 
of electric ranges, save perhaps one. 
It has been estimated that 80 per cent 
of the electric ranges sold in Port- 
land during the past three years have 


separate 


been sold under this schedule. 
There is no penalty inflicted for 
failure to follow the schedule but the 
member companies pay for the serv- 
ices of the Bureau and it is presumed 
that they desire to reap its benefits 
by complying with its figures. The 
Bureau conducts systematic shopping 
tours on its members—and reports 
that, with the exception of a few 
honest “errors”, the plan has 
found to be practical and honestly 
adhered to by everyone. When vio- 
lations are reported, contact is made 
with the head of the concern. This 
usually results in the salesman being 
warned by the dealer that his com- 
pany is in the Bureau for the purpose 
of profit and that persistence in 
violation will result in his removal. 


been 


No Direct Appraisals 


Manufacturers and local distributors 
have become enthusiastic about the 
work of the appraisal bureau and, it 
may be said, definitely prefer to deal 
with retailers who are members. 
They realize that a good dealer is 
one who makes a profit on his sales 
and hence is able to pay his bills and 
they are being a little more cattious 
about where they place their mer- 
chandise. 

The Central Appraisal Bureau 
does not make any direct appraisals, 
nor does it help with the subsequent 
disposal of any of the ranges ac- 
cepted in trade. It simply sets the 
schedule of valuations for used ranges 
and refrigerators which members are 
expected to follow. 


Handy Schedules 


The Portland schedule, incidentally, 
is printed in such form that it can be 
carried in the salesman’s pocket and 
drawn out in the presence of the cus- 
tomer for consultation when a trade- 
in range is to be valued. The names 
of member dealers are printed on the 
first page, with telephone numbers. 
The purpose of this is for the con- 
venience of dealers in telephoning 
one another to check up on customer’s 
stories in regard to trade-in offers. 
The salesmen have found that it has 
a psychological value also, in break- 
ing down the fictitious 
times told by prospects. 


tales some- 
Many cus- 
handle the truth 
showing them the 
names of dealers they claim to have 
made them out of the way offers will 
often stop their “shopping tour” at 
its start and close the sale. 


tomers, they say, 
very lightly, but 


(Please turn to page 58) 





Complete electric comfort, by 
Westinghouse, is offered in 
every detail of the carefully 
planned kitchen 


SPEAKING of MODEL HOME 


This Westinghouse Villa at Atherton, 
Cal., is Getting a Big Play From 


Visitors to the Golden Gate Exposition 


ISITORS to the Gold t sunlight in living room, while spot- 
International “xpositi lights out of doors make a living room 
f yf the beauty spots out ot doors 
Nearly a mile of copper wiring is 
used within the house itself and in 
the garden. There are 134 electrical 
yutlets provided in all, in contrast to 
the average of 30, which is usual for 
1 house of this size. The connected 
load is 70 kw. 
Daylight visibility at night is pro- 
vided throughout the grounds by 
means of four main floodlights, of . 
11,500 and 1,000 watts each, supple ; } : ABOVE. 
ented by individual lighting centers j i house fi 
7 f - it is ne 
the swi 
ice on 
house, 


to repli 
hen, made especially economical when 1 


yf interest. The pool is luminous at 
night with five Aqualux lamps. Fea- 
yf special interest include a 


1 


134 cu-ft. electric refrigerator in the 


so that the twin the line 
ympartments conserve their cold, 
ip-on load center which replaces the 
ld fashioned fuse box, and stream 
lined kitchen, with monel covered 
work surfaces and electrical equip “Why not go on living at night?" is the thought left with visitors to this attractively 
ment throughout. The house is the illuminated garden. Architecture and lighting have combined to make the outdoor 
local Good Housekeeping 1939 living rooms of this home places that invite friendly entertainment. 


“House of Merit.” 
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ABOVE. With Westing- 
house flip-on Load Centers, 
it is necessary only to flip 
the switch to restore serv- 
ice on any circuit in the 
house,. instead of having 
to replace a blown-out fuse 
when there is trouble on 
the line. 


RIGHT. Entrance hall and 
ving room are lighted 

with fluorescent lamps to 
daylight cheerfulness. 


The kitchen includes a 13'/2 
cu. ft. refrigerator, a large 
range, a built-in electric dish- 
washer, an Automeal roaster 
and other small appliances. 


BELOW: Popular with wo- 
men visitors is the service 
room, where complete elec- 
trical laundry equipment of 
the spinner washer type 
suggests the possibility of 
eliminating drudgery from 
washday. 


ABOVE CENTER. Extreme 
economy of operation of 
this large size refrigerator 
unit is obtained by the use 
of two refrigeration units, 
one located in each cabi- 


net of the refrigerator, 
with separate frosters. In 
this way, the rush of warm 
air into the cabinet is re- 
duced by the use of double 
doors. 





Diversity GrvessS 


Electrical Dealers in All Sections of the Country Experi. 


ment 














Golf clubs, fishing tackle, outboard motors, skis and all the rest of the sporting 
goods line are carried in this department of Mast's, Inc., Seattle. Yet the store 
is primarily a major appliance business. 


Here is a section of the major appliance display at Mast's, Seattle. Fred R. 
Mast started in the radio business, added electric refrigerators and other appli- 
ances and today has branched off into sporting goods. 


An interi 
Medford 





DIVERSITY... 








this sort of follow-up, Mr. Mast has 
found. Moreover, they like to think 
that they have an inside track in some 
store and that they are being informed 


corridor on a slightly lower leve 
and from the street by means of an 
alleyway. 

Mr. Mast has followed his own in- 


. _-7 F 7 , personally whenever a particularly terests in his new store, which makes 
Seattle Dealer Takes On Sporting Goods wood value is offered. the diversification a logical step in 
His salesmen are thoroughly in- his expanding business. He is a: 


structed in electric cookery and al- 


enthusiastic fishermen—and is not un- 








and majc 
right, the 


DIVER 


S PORTS goods as an auxiliary venient settee on which customers may ways follow up appliances sold to see known among those who are inter- ROM 
line to el | appliances, is the rest while examining the sets. This that the housewife understands how ested in sport. This new group he whicl 
answer found by Fred R. Mast balcony is in reality a saddle, for an- to yse them. This not only pays in brings now in contact with his elec- § Electric 
Mast’s I: Seattle, Wash. to th ther short flight of steps leads down eliminating later service calls, but trical business, while his electrical wed mt 
problem ling volume. Mr. Mast on the other side to the major electri- makes friendships which lead to other customers find that they have other erate di 
tarted in the radio business, expanded il department sales later on. Mr. Mast is now con- needs in the line of outdoor diversions i large ¢ 
to take efrigerators, added [his is a store in itself, with a templating a cooking school for pro- in which they can be served by f electt 
er ‘ ppliances and now in separate outer entrance and a well spective customers which he will Mast’s. The way this works is illus- power 
t ypment has opened one isplayed stock of electric ranges, re- operate either in a vacant store near trated by the customer who purchased nerchan 
plete sporting good frigerator vashing machines and his own, or in the warehouse, which a radio on one of the first days the By com 
ther major appliances. This depart- he now uses for storage of the stock mew store was opened. “By the § electrica 
T) ) uted on a _ ment has its own small window, adja- for which there is not room to display way”, he said as he went out the door ices, pli 
p ( 1 ' pposite ent to those of the corner sports de- in the limited quarters of the main “I shall be in the market soon for equipme 
Seatt f hotel. The arrange- partment. At the same time, it is con- store. some new golf clubs. I see you have inces, 
me ngenious. Th rner pren nected with all other departments Already he has learned the value of a nice stock.” Mr. Mast expects the § Flynn n 
ear and igh the mezzanine floor and can renting less valuable space for the system to operate both ways. More- the f 
( vindows with be served equally with the sports de- various functions of the store which over, sports goods sales are large! sen 
the back display the partment from the office it is not necessary to locate in the a cash business—nice in itself. That § vantage 
il jliances. Over the busy corner shop. A nearby but less the habit of paying on the spot carries the | 
, ve seen the sl fis Store Selling Stressed strategically located store space, for over to the other departments of t ployees 
ing va ( instance, is rented and employed for store is shown by the fact that tl speci 
weat A vhateve Mr. Mast has long believed in store the sale of used appliances. It is near proportion of cash sales has greatly whi 
ha} to be th n whicl rather than field selling and this prin- enough at hand so that the salesman increased since moving to the ne good m 
, terested ection i ple is well adapted to the new quart- can step out into the street with the location. re lor 
V todate and ers. He does considerable promotion customer interested in such equip- Last year, Mr. Mast was high m the 
1 by » | vy the rk Follow-up letters addressed to ment. in the Pacific northwest in the sale lence 
iff lca vit ist ( purchasers of appliances. keep of General Electric refrigerators. T} e mai 
as to his nee the ywhers aware of the store’s inter- Separate Service Dept. new set-up simply gives him more ry st 
In th yp is a short est in keeping the equipment it has things to sell, a wider clientele ar lesma 
ir leading to a mezzanine balcony id in running order. Incidentally, The service department is in the more chance for repeat sales. H s, Ww 
on wh ffi ind the they offer opportunity to suggest new same building, but is an interior space, should hang up some new record their w 
radio depa ‘ ill but pportunities. These letters bring ex- reached in a few steps from the store during the coming year and is alread tha 
lete 1 a cor cellent results Women appreciate through a back door leading onto a_ on the way to doing it. Then 
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right, the exterior of store. 


DIVERSITY... 


An interior view of the store of Trowbridge & Flynn Electric Co., 
Furnaces, plumbing, electrical contracting, fixtures 
and major appliance sales make for diversity in this operation. . At 








lines to their own specialty. 





8 of the lessons which a period of hard times taught the farming interests of 
the country was that the general farm, with its variety of products, was less 
susceptible and more capable of withstanding market fluctuations. In the electrical 
field the widespread tendency of department stores, hardware stores and furniture 


stores to take on electrical lines is a movement in the same direction. The electrical 
dealer, handling a specialty, has certain advantages in the expert knowledge of his 
field and in his ability to handle service problems, but he has occasionally felt him- 
self vulnerable in the sense that his eggs were all in one basket. 


Some dealers, at any rate, have decided to take a leaf out of the book of the 
department store, applying the method in reverse. Instead of adding an electrical 
department to a diversified business already established, they are adding diversified 


In Fresno, California, for instance, Turpin's, which started as a vacuum cleaner 
store and later expanded to cover the extire electrical field, has added a line of 
home furnishings. Another dealer in another town whose interest at home lies in the 
cultivation of his garden has expanded his store to turn half of it into a florist shop. 


In Seattle, Wash. we have Mast's, Inc. combining electrical wares with sport 
goods. Herbert Poole of the Poole Electric has gone even further afield and capi- 
talized on his interest in photography as a hobby by adding a line of Leica 
cameras. He even sponsors a portrait studio in the building above his electric shop. 


These are but samples of what is happening in other towns. 





















Helps Build Volume in a Small City 


ROM the beginning the firm 

which is now Trowbridge & Flynn 
Electric Company of Medford, Oregon 
wed much of its success to its delib- 
erate diversification. The city is not 
i large one and is served by a number 
electric dealers as well as by a 
which is actively 
erchandising the larger appliances. 
allied interests of 
contracting, fixtures, furn- 
es, plumbing, commercial electrical 
uipment, radio and domestic appli- 


power company 


By combining the 


electrical 


neces, however, Trowbridge and 
Flynn manages to keep 23 men busy 
the field. 
Ben J. Trowbridge sees many ad- 


ntages in having a number of irons 
the fire. For one thing, the em- 
ployees of the firm have a wide choice 
specialties among which to find one 
which they are especially fitted. A 
good ‘ their establishment. be- 
re long will have made some one 
the fields his ; 


man in 
own The conse- 
is that out of all their staff, but 
e man fills a role which in the ordi- 
ry store would be called that of a 
lesman. The others are all special- 
ts, with the creative interest in 
eir work that comes from being in 
*h a position. 

Then, too, it is possible to be highly 


lence 
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conservative in the type of business 
Out of the 
of the firm, there is always some one 
line which offers possibilities at the 
moment. If the market in any one field 
appears to be of doubtful soundness, 
it is not any high 
pressure selling to both ends 
Effort is diverted to 
some other line for the time being. 
The firm has the strict policy, for 
instance, of taking trade-ins only 
when they are able to make money on 
the transaction 
ful credit accounts are left to 
other concern to handle. Terms are 
limited to 18.months. The result is 
that reverts are practically unknown. 
The firm had the enviable record dur- 


accepted. varied interests 


necessary to do 
make 


meet. simply 


Furthermore, doubt- 


some 


ing the past year of having less than 
ye tenth of bad 
accounts. 


cent of 


one per 
It is in reality a further application 
lat, on the 
ther hand, the firm is in the 
front in experimenting 
f merchandise. They 
of the 


they find a most valuable way of keep- 


ot the same principle 


fore- 


with new lines 
keep 


trade magazines, 


close 


watch which 


ing well in advance of the market. 
This means a thirty to ninety day ad- 
vantage sometimes over manufac 


turers’ announcements And the cus- 
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tomer thereby learns to expect the 
most uptodate service and appliances 
from Trowbridge and Flynn. 

Last Christmas they added a line 
of gift wares during the holiday 
season in the interest of increasing 
store traffic. The store is located on 
the other side of the railroad tracks 
from the main business section. and 
the gift wares were something of an 
afterthought, being stocked only for 
the two weeks immediately preceding 
Christmas, but the experiment proved 
an entire About $400 
half the 
sufficient to 
Store 


success. 
invested and about 
sold, which 
carry the cost of the rest 
traffic markedly and 
undoubtedly there was a resulting in- 


was 
wares 
were was 


was increased 
crease in the sale of gift appliances. 

Mr. Trowbridge talking 
about adding the three most p ypular 
lines of last 


now is 
season’s holiday trade. 
ago in 
indicated 


Figures were printed not long 
a national which 
that phonograph records ranked high- 


magazine 


est of all on the nation’s Christmas 
gift list, followed by cameras and 
electric shavers. If these are popular 


+ ] - +} 
ne reasons, tneyv 


at the holiday season, 


will also have a good volume during 
the remainder of the year. So he 
plans to add all three to the store’s 
business. 


sale of 


The records are properly an 
adjunct to the | 


} 1 
yNnonog_grapn 


combinations—and electric razors are 
right down his alley. Cameras and, 


as a corollary, films, are not 
priate, with flashlight 
electrical feature. 

In other Trowbridge & 
Flynn plan to keep alert to business 
opportunities, adding 
they seem to offer a chance for special 
profit, pushing old ones insofar as the 
market affords profitable sales. 

“There are” says Mr. Trowbridge, 


inappro- 
bulbs as the 


words, 


new lines as 


“two reasons for not making a sale. In 
some cases the customer has already 
selected some make of appliance which 
we do not carry before we have had 
And 


an opportunity to approach her. 
we do 


in some we decide that 
not want to complete the transaction 
because of poor credit risk or 
other unfavorable factor. 
cases, we sell the goods.” 
their variety of lines, 
to make more than 
Same customer. 


cases 


some 
In all other 

And, with 
they are apt 
one sale to the 


DIVERSITY... 


Greeting Cards & Theatre 
Tickets Bring People In 


IDELINES which do not in 
w themselves add especially to store 
profits, but which bring people in and 
expose them to the display of elec- 


trical appliances in the store have been 


used to good effect by the W. A. Dun- 
can Electrical & Radio Shop, located 
in one of the western residence dis- 


Los Angeles. 


He started by securit 


tricts of 


; ; 
1g the location 


of the regional 0st office in the rear 
There is non 


of his store. mey in 


selling stamps, but people do come in 
to buy them. The average transac- 
tions handled at this window number 
about 100 daily, which means that at 


least 75 of the neighborhood popula- 


tion have been brought in to the store. 


The remainder were transients who 


(Please turn to pag 7) 
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WASHER BUSINESS 
IS STABLE BUSINESS 


By NEAL W. GALLAGHER, President 





Automatic Washer Co., Newton, Ia. 
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GS. W Jerry’ Weston, managing director 
of the Kansas City Electrical Association 
and newly-elected president of |. A. E. L. 


swings out 4 little harmony 


s 


ae 
* 


the yeal 
represented 47% of the 


Washers retailing from 


the solidity of the 


in January when they 
month’s total 
7( 


/ 


Was 


1 


sc ~ 
SOU ot > 


never fell in any month below 39% 
f the total, and in October they 
reached thei: peak of 46% of the 


Washers selling be- 


low $50 are not extremely important 


ecause they never represented in any 
nonth more than 26% of our produc 
tion and their average for the year 
vas only 21¢ 


then I believe prove 
washer market, the 
t washer sales, and the splen- 
lid price averages that exist in spite 
advertising 


which may fool the dealers 


constant low priced 


occasion 


and even us as manufacturers 


ally 
innnnentt Pinta’ id that the fic 
equently | might add that the hg- 
ures that I have given you cover mail 
rder and chain store sales as well as 
sale through regular independent 
lealet 
Now that we admit that the market 


exists, that the business is stable and 
that the price averages are good, how 
to get the deale 


jut forth more effort than he 


ire we to go about it 


| now 
seems to be doing? 
From 25 years background in this 


particular work I would say that there 
10 substitute for canvassing, and 


particularly do I recommend this form 
fi sales work in those areas where 
lectrification is becoming a fac 


because in rural 


lectrification projects more than 80% 


Six surveys of 


t the newly wired farms bought wash 


it once. In more than 30 surveys, 


e than 474% of the farms bought 
electt vashers just as soon as the 
electricity was turned on. Needless to 

! se figures could not have 

é ichieved had the dealers in the 

é tory where the surveys were con 

icted been willing to wait for the 

i ¢ prospects to me the store 
e merchandise 

realize that I am not offering any 


emphasize the im- 


int part that house-to-house can 
ssing play he sale of the prod 
1 ustry On the other 
i g 1 good method 
the sale of automobiles and life 
u € i be that it Ss any ¢ 
trective wher sed tne ) it 
Lit I our product 
N long ag urvev wa icle 
A ( ipp e dealers in 
é nv states it 
1 I ev 1 ce ilers rite 
ew e M liga unty tha 
542 t their total sales were made by 
] ‘ The investigators 
’ ese tow! livided 


Bill’ Cyr, from California, associ- 

ate editor of Electrical West, re- 

news acquaintance with O. C. Small, 
secretary of |. A. E. L. 


Electrical Leaguejac' 


Four Appliance 


Executives Discy 


e PI: 





the dealers into three classes—better 
than average, average and below aver- 
age. It was discovered that 60% of 
the sales of good dealers resulted from 
whereas canvassing only 
accounted for 10% of the 
below average dealers. 
Often in my work of trying to keep 
the Gallagher family in three meals a 
day I run into dealers who tell me 
that they cannot sell average priced 
washers in their community because 
different and 
nothing but $39 washers are being sold 
in that particular locality. Upon in- 
tigation I generally find that such 
dealers are not offering their custom- 
ers anything but low priced washers. 


canvassing 


sales of 


their town or city is 


ves 


TT eer 






14,000,000 SMALL 
APPLIANCE SALES 


By HAROLD DONLEY, 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


LTHOUGH $70,000,000 is a big 

league figure and undeniably a 
major in anybody’s industry, 
I’m not going to trot out war budget 
figures to whet interest in the 
bread and butter the elec- 
trical business—traffic appliances. To 


interest 


your 


items of 





the point is the average unit of pur- 


chase, which last year was $5.00 and 
covered a_ total ~ about fourteen 
million separate transactions. 

Che problem of the electrical indus- 


Roberta Yeaton (back to camera) 
of the Adequate Wiring Bureau 
chins with J. S. Bartlett, of the Elec- 
tric Institute, Washington, D. C. 





i 


try is to get more of these $5.00 bills 
Our competition is the $5.00 hat, 
$5.00 dress, $5.00 permanent wave 
and the $5.00 non-electrical household 
purchases. 

Our industry has not fully recog- 
nized this. In its efforts to sell big 
ticket merchandise in competition with 
the new car, new fur coat, and other 
major family purchases, we have 
moved the interest of Mr. and Mrs 
Average American from the garage 
to the kitchen. The kitchen today is 
gaining recognition as the center of 
family life. But, in our eagerness to 
do this with the speed demanded, we 
have, one and all, been inclined to 
overlook consideration of the smaller 
items from which the electrical mer- 
chandising business sprang. In spite 


of our efforts and not because of 
them, traffic appliances produce at 
annual dollar volume amounting t 
one-third that of electric refrigerators 
—equal that of electric washers— 
twice that of electric ranges—six 
times that of ironers and _ water 


heaters. 

What has accounted for this huge 
volume of sales? Can we say that as 
in industry we have thrown powerful 
merchandising forces behind them? 
Have we aggressively developed the 
business? Is it not true that traffic 
ippliances have attained maturity in 
this industry without than a 
fraction of the promotional effort we 
have put behind refrigerators, ranges, 
and other major appliances? 

Shouldn’t the conclusion 
draw be that these appliances of low 
unit price—average $5.00—are selling 
because people want them, find them 
useful and convenient and _ because 
quite a number of these people have 
actually been able to find a store dis- 
playing and selling them? 

Let me assume that have ac- 
cepted the general idea. That the 
traffic appliance business is already 
an important business. That a major 
interest of the electrical industry must 


be to get more $5.00 transactions 


more 


we Cal 


we 


Carl Christine, executive secretary 

of the St. Louis Electrical Board of 

Trade swaps experiences with G. H 
Nickerson of Pittsburgh. 
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doing this. 
have all 
electric 
some is the fact 
to sell well 


not so 


There is a simple way of 
During the last year, we 
eard a great deal about the 


it electric roasters seem 
areas and well in 
No doubt you 


isked why. There can only be 


some 
have 


ers. many of 
one 
reason. An analysis of national roaster 
sales prove it. 
rs are selling well are 
where the uses and benefits of owning 


The places where roast 
| 


those places 


an electric roaster have been sold. It 
joesn’t make any difference what 
price you put on the roaster, what 


leal you 
nuch pressure you put behind ri 


na roaster campaign, you won't sell 


offer to the public or how 


yasters 
enough to wad a shot gun unless you 
the and 
electric roaster cooking 

$y contrast, what when 
you do sell uses and benefits? Placed 
m my desk last week was a copy of 
the September issue of “Electrical 
Merchandising News,” published by 
the Duquesne Light Company, Pitts- 
burgh. In big black type on page one 
is the heading, “ROASTER COOK 
ING SCHOOLS SMASH ATTEND- 
ANCE RECORDS.” “50,000 See 
Utility Hall on Wheels’ Demonstrate.” 

L tied-in. 

Reading further: “Never in the 
history of the small appliance field has 
4 unit the 
demonstrated to 


first sell uses benefits of 


happens 


Dealers are actively 


such as electric roaster 
vast 


oO) 


such a 

throng in such a short period. Ir 
lays, a total of 50,298 persons have 
ittended cooking schools featuring the 
ortable 
placed their stamps 


been 


electric roaster and have 
of approval upon 
its cooking features and versatility.” 

What about the 
page, we find a second heading which 
rives the answer, “SALE OF 2,500 


ELECTRIC ROASTERS RINGS 


sales? Turning 


ASH REGISTER TO TUNE OF 
$57,500” and find that Duquesne 
Light’s original ambitious sales esti- 


mate of 5,000 roasters between May 
15 and 
-reased fifty per cent. To quote again: 


December 31 has been in- 


John A. Morrison, managing 
director of the Electrical Asso- 
ciation of Philadelphia. 





Ainslie A. Gray, Chicago, 
president of |. A. E. L. makes 
his opening address. 


“Sales are in advance of 
our expectations, we feel that our esti 
mate of 5,000 is low. We 
template the sale of 7,500 roasters by 
December 31. 


now so fart 


now con- 


Pittsburgh sold uses and benefits of 
electric roasters first and roaster sales 
followed. 





THE LEAGUES AND 
REFRIGERATOR TRADE-INS 


By C. R. D'OLIVE, Sales Manager, 
Stewart-Warner Corp., Chicago 


HE trade-in problem, has been con 
tinually 
seriousness. 


growing in importance 


and Manufacturers 
well aware of this, but, so far as | 
know, this is the first time any of them 
ventured to the subject 
openly at a meeting of this kind. 

Che mail order houses, 


scared the larger retailers, 


are 


has discuss 


it seems, have 
having ex- 
hausted the available supply of dis- 
continued models and often their own 
private brand, turn to the use of the 
device to stimulate business. 
should the manufacturer do 

It has been suggested that 
built into 
price of the refrigerators, 


trade-in 
What 
about it? 
the I 
the original 
but such a procedure would probably 
lead nowhere; there’s no bottom to it. 


trade-in allowance be 


It seems to me that it resolves itself 
chiefly into a problem 


but if it is not properly 


for the dealers, 
guided and 


Carlton 
director 


DeLaney, 
of the 


managing 
Hartford 
(Conn.) Electrical League. 


controlled it becomes a sore spot in 
any community. 

The trouble is that the average 
dealer doesn’t know how to handle the 
That 
presents an opportunity for the leagues 
to step into the picture and correct it. 
Even if they did nothing more than 
resort to teaching simple arithmetic to 
the dealers they would be accomplish 
ing a lot by showing them that they 
can’t do business without at least cov- 
ering their costs—something a lot of 


situation or how to cope with it. 


dealers seem to overlook. 





HOW LEAGUES 
CAN HELP RANGE SALES 


By J. R. ROTEAT, 
General Electric Co., Bridgeport, Ct. 


,LECTRIC ranges and _ electric 


water heaters still have to be 
sold. The public is not yet taking 
them away from us. Yet, there are 


territories where more electric ranges 
ire sold every year than electric re 
frigerators. Of not 
yet true nationally. 

What can electric 
assist in this important and profitable 
job? Some of the problems to be faced 
be ssummarized : 


this 1s 


course, 


leagues do to 


may 


1. A program of salesman training in 

cooperation with distributors and 
dealers in a specific territory can 
be an extremely useful part of the 
function. Many leagues 
are tying in with an activity of 


league’s 


George Conover of the Phila- 
delphia Electric was on hand 
as usual. 


ww 


this kind. Extension to all leagues 
is worth while. Salesmen are not 
calling as they used to—superv 
sion is weak. League support fo 
stimulation of salesmen is an 
portant function 


Promotion of cooperative program 


] 


with all retailers whether the util 


ity merchandises or not, where 
such programs are sound from a 
merchandising standpoint has be 
come more frequent in the past 
two or three years than ever be 
fore. 


Where dealer cooperation is good, 
examples are multiplying to show 
that the load comes far faster to 
the utility. My comment on dealet 
cooperation is simply a plea fo1 
sound merchandising methods. It 
the dealer has the same advantages ; 
merchandising-wise, that the util 
ity has, the cooperative effort has 
the basis for success. Otherwise it 


} 


becomes a competitive effort with 


loss to both sides. 


lie-ins with the national promo 
tions such as the Modern Kitchen 
Bureau are effective toward im 
proving the sales of electric ranges 
and water heaters. As inadequate as 
the expenditure through the Mod 
ern Kitchen Bureau is, its greatest 
effectiveness is achieved thr 
the cooperative effort of tl 

trical industry, which is the envy 
of all other industries. Electrical 
leagues everywhere have taken an 
active and progressive part in put- 
ting across the Modern Kitchen 
Bureau program 


The obstacle of inadequate wiring 
league 
effort. The adequate wiring pro- 
gram of the industry is 
the whole hearted support of man 
leagues. The certification of 
for adequate wiring is important 
However, unless the home 
range outlet and at 
ampere switch, 
is inadequate in building 
tric range and the electric 


can be overcome through 


receiving 
y 


homes 


has a 
least a 60 
such certification 


the elec 
wate! 
heater load. A program to include 
the certification of range and 
water heater circuits in the leagues 
plan will hasten 
) 


adequate wiring 


the sale of electric ranges ar 


electric water heaters. In a con 


munity in Florida in which homes 


were all built with range wiring 
connections, installed at the time 
of building, 86% saturation now 


exists. Architects and builders ars 
with the 
idea and should be encouraged. 


“joining-up” electrical 


Sam Vineberg, League of Ni- 
agara Frontier and Art 
Schanuel, National Adequate 
Wiring Bureau. 















ITS TRUE! OUR SALES 
ARE UP SINCE WE 
LIGHT-CONDITIONED 
OUR STORE 








See how good lighting in this store snaps up the appearance of 
furniture .. 


° - 
. makes all merchandise look more attractive. ® 


What customers see easily. they are more apt to buy. 


UR good lighting has helped our 

sales people and helped us,” says 
Mrs. Kodes. “It draws customers into 
the store—a bright spot always looks 
cheerier and more inviting. And, inside 
the store, the furniture and appliances 
show up to better advantage—look more 
attractive. Good lighting helps us sell!’’ 
Like other electrical appliance 
stores, the Lake Furniture Company finds 


many 


that it pays to practice light-condition- 
ing in their own store as well as to sell 
it to customers. Good lighting speeds 
sales, helps sales people keep more alert, 
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make fewer errors, and tire less rapidly. 
Try light-conditioning your store for 
more sales, and be sure to use G-E 
MAZDA lamps. They give more light for 
your money because they stay brighter 


MRS. MARIE KODES, Manager, Lake Furniture Company, 
Cleveland, says better lighting brings more customers. 





longer. And don’t forget, G-E MAZDA 
lamps are a fast moving, profitable line 
to sell. They build store traffic and in- 
crease the unit of sale. See your G-E lamp 
distributor. 








G-E MAZDA LAMPS 
GENERAL @ ELECTRIC 


Made to stay brighter longer. 





NOVEMBER, 
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AR too many electric roasters 
needing service are returned to dis- 
ributor or manufacturer when only a 
ittle elbow grease and “know how” on 
the part of the dealer would put the ap- 
pliance promptly back in the hands of 
the owner, and everyone would be 
apPY. 
Commonest of all roaster troubles are 


uling thermostats. 





Operating under 
ynditions of high heat, it is not sur- 
ising that they might go wrong. 

Not so long ago a utility had its 
me service girls call on 297 users. 


Of these 44 wanted new insulated lids. 
Some 34 said they didn’t use their 
wokers a great deal and among other 
reasons they cited mechanical troubles. 
Low line voltage and overloaded cir 
suits took a share of this responsibility. 
On others thermostats were causing 
a little difficulty. 


Commonest complaint of all about 
roasters is that the ailing device does 
t brown food. Naturally that calls 
for raising the temperature. Browning 
time, as you know, varies proportion- 
utely to the amount of moisture present. 
Two types of thermostats are com 
mly employed on roasters, one a 












YA vdraulic, and the other, a _ bi-metal 
: pe. A great many service men at- 
= ipt to check temperatures by means 
ne fa glass or oven thermometer. This 
ip vill not work. What is needed is a 
ermocouple used with an empty 
ister. 
Some of the simplest symptoms of 
roaster trouble are as follows: 
1 Product does not heat Reasons 
line voltage off because of blown 
se, faulty wall outlet or defective 
rd. Open circuits because of side 
bottom element burned out, element 
vire burned off at connection, feed 
ire burned off at connection, pilot 
light burned off, thermostat defective 
loose connection. 
ic 
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After removing knob 
indicator in front, turn 
roadster upside down, 
take off the bottom and 
remove the insulation. 


After removing os 
and prying up clamp- 
ing a se A that hold 
thermostat bulb against 
bottom of roaster well, 
you can pull out ther- 
mostat. Take off elec- 
trical connections. 





2 Product heats improperly If 
temperature too high possibly because 
thermostat is out of adjustment ot 
defective. If too low, same reason. 
Excessive over-travel of the first cycle 
of thermostat or excessive operation 


amplitude of thermostat can also be 


blamed. 
3 Shock. Insulation resistance too 
low. 


4 Performance. When roaster does 
not preheat fast enough when empty, 
it can be caused by line voltage being 
low, inadequate house wiring, faulty 
wall outlets, faulty cords, or faulty 


terminals on roaster 


5 When pilot light does not go out, 


ic can be due to all of the above or to 


a defective thermostat. 


6 When food does not get browned 
properly due to roaster not getting 
hot enough this can be due to grease, 
moisture, quantity or quality. 

Because pictures can show how to 
do a job easier than words, the ac- 
companying photographs show the 
steps necessary to re-setting a thermo- 
stat on one make of roaster. With 
variations this process will apply to 


+ 


nearly any other make on the marke 


SERVICE es peat 





Roaster [Thermostat 


Lasy 
TO 
Adjust 





Assuming you want to raise 
or lower your temperature, 
loosen the set screw on the 
thermostat. If you want to 
raise the temperature, 
force the stop plate clock- 
wise; or counter clockwise 
if you want to lower it. 


Push down the tabs that 
hold thermostat in place, 
see that all connections 
are tight, replace your in- 
sulation and the job is done. 







Here's your thermostat—which is the chief 
cause of service in the roaster business. 


One of two ways to recali- 
brate a thermostat is to 
change the setting of the 
stop plate on the thermo- 
stat itself. Don't try to get 
temperature readings with 
an oven or glass thermom- 
eter. Use a thermo couple. 
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‘You sold me this refrigerator. 
How about sending someone up 
here to fix it?" And the grocer 
realizes there's more to selling 
appliances than having one on 
the floor. 


[here are not enough 
good dealers and too 


many of the other 


kind, says the author 












































WV hat ts a 
DEALER? 


By ERNEST C. HASTINGS 


E did not know the October 
issue of ELectrIcAL MER 
CHANDISING was in the mail 
until one of 
heavily-pouched brought us a 
letter read in part, “You 
like York, Pa., and it may be a well 


oiled machine for the sale of electrical 


Mr. Farley’s gray-clad, 
boys 


which may 


appliances but sure hi 00 many 


parts. That is one of the reasons for 
the squeaks you say the dealers can’t 
fix Setter get Charlie McCarthy to 


‘mow ‘em down’—at least a part 


Maybe the soda clerk could be con- 
sidered a salesman where the drug store 
is in the appliance business, but the 


prospect is not so sure. 
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nagazine wrote about 


para- 


three 
I I There are 


graphs one of which was, “ 


+ 


too damn many dealers in the appli- 
ince business.” 

Other letters came popping in but 

to quote only parts of 

of them. Number one, 

“Until manufacturers and distributors 

are more selection of 

their dealers there will be trouble in 

appliance 

“More attention 


careful in the 


selling.” Number _ two, 
lling Numl t 


must be paid to the 
financial responsibility of the dealer 
Until this is true we are going to stay 
ut of the major appliance field.” 


Who was the guy or “guyess” who 
shot an arrow into the night not know- 
ing where it would light? Maybe it is 
just as well he or she didn’t. 

Here we shoot a perfectly good 
article (electrically) before the bi- 
focals of over thirty thousand readers 
and what happens? More than we 
care to admit took parts of it and 
popped them right back in our face. 
We could get mad but if we did some 
calmer soul would jab us in the belly 
ind that is bad. 

We are going to defend with all the 
lead in our Parker that there are not 
too many dealers. But, we are willing 
to use up two sets of lead in saying 
there are too many sellers of elec- 
trical appliances. 

The difference between the two is 
as great as that of Sally Rand and 
Kate Smith with no reflection on 
either for we like each of them equally 
well in the right spot. 

What is a dealer—that is, a major 
appliance dealer? We are not a 
“writer upper” of dictionaries so we 
are going to adopt the definition of 
Charlie Sties in York, Pa. He says, 
“A major appliance dealer is one who 
stocks the merchandise, has a floor on 
which to display it, has at least one 
outside salesman, and whose other 
merchandise logically goes with major 
electrical appliances.” 

There is a definition for you. Mr. 
Webster could not do any better if he 
were still around writing what words 
mean. Perhaps there could be different 
interpretations of “stock,” “has a 
floor,” and “at least one outside sales- 
man.” But, when these are coupled 
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with the last phrase, “whose other 
merchandise logically goes with major 
appliances” it nails down so_ hard 
what a major electrical appliance 
dealer should be it is pretty hard tec 
tear it up. 

Let us take an example. We visited 
a so-called electrical dealer recently 
only to find him in the grocery busi- 
with two refrigerators on his 
floor—each a different make. We 
asked if he ever sold any and he said, 
“Oh, yes, once in a while. It makes a 
little extra business.” 


ness 


Suppose we see if the definition of 
a dealer will let this man qualify even 
with a very liberal interpretation. 
Maybe two refrigerators constitute a 
“stock.” Yes he has a floor on which 
to show them. Perhaps the delivery 
boy could be considered an “out side” 
salesman. But, boy, if peas, potatoes, 
and cabbage, go logically with re- 
frigerators as a business then we are 
a Russian wolf hound with an ele- 
phant’s tail. 

Then there was the drug store with 
one refrigerator and one vacuum 
cleaner. Stock? We'll say yes for the 
moment. Floor space? Sure. Outside 
salesman? Well the soda jerker once 
sold a curling iron to his girl friend 
on the outside. 3ut, brothers, if 
I. Q. & S., dental powders, cigars, 
cigarettes, candy, and toasted cheese 
sandwiches, are related items to major 
appliances in a business then we are 
a Russian wolf hound with an ele- 
phant’s tail and trunk. 

These are not exceptional or imagi- 
nary cases. They are not even un- 

(Continued on page 60) 
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Better Business 


cities have been barking 


pecome, 
Bureaus 
udvertisers who presented 
Their protests 
was neces- 
ral Trade 
‘ircuit Court 
an order of enforce- 
ply meant that the ad- 
mpt if iolated 


March a. 
desist order 


days unle 


New U.S. Law 








Department store experts feel that 


sentiment, drama and human interest 


copy will be a likely trend in ads 


ippeal in the meantime. If the ad- 
vertiser violates this after 60 days he 
is subject to a civil penalty of up to 
$5,000 for each violation which may 
be recovered by suit by the United 


ther slap on the wrist to 
laughty advertisers is a modification 
of Section 12:—It is unlawful to dis- 
seminate any false statement by the 
U. S. mail or in commerce which is 
likely to induce directly or indirectly 
the purchase of food, drugs, devices, 
or cosmetics. The word “devices” can 
be construed to hit appliances. 
local merchants doing busi- 
ness within state borders come within 
of this Act, as the news- 
use go through the mails. 
An avalanche of and desist 
In the mail 


Even 


the sci ype 


papers they 
cease 


order has been the result. 


as this is written is a crackdown on a 
hat firm which uses felt from second 
hand hats. A laxative maker has to 
stop putting an inflated price on his 
product. Even a veteran firm like 
Bauer and Black have to tone down 
their claims on a hand lotion. A firm 
labeling garments with a _ phony 
“Harris tweed” label gets stepped on, 

Retail advertisers should paste these 
“don'ts” in their hats: 

1. Don’t advertise anything as being 
‘specially priced’ unless you can 
prove it. 

2. Don’t use 
item actually is. 

3. “Limited time offers” 
unless they are genuine. 

4. That goes also for offers “to 
limited numbers of people” or “spe- 
cially selected prospects.” 


“reduced” unless the 


are out 
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5. No longer can one claim 
“liquidating” a stock of “distres 
merchandise unless the price is bel 
the retail market for similar grades 

6. Claims, unsupported by auth 
ties, unless they are self-evident 
generally recognized as truth, ar 

7. Pictures that get over this i 
without words are just as liable to g 
one into trouble under the Wheel 
Lea Amendment. 

Trend will be, think the exper! 
to more human interest, sentiment 
or dramatic forms of advertisin 
which are largely unworked mines 
the appliance field. Two sterling ¢ 
amples of how such copy pulls 
advertisements published by Harb 
Longmire of Oklahoma City on Nes 
roasters and a Frank Buck bit 
space put out on radio by Mace-Ry 
in Kansas City. The Nesco copy, ! 
Ralph Spangler, “Good by, Kitch 
I'm going out for the afternoo! 
brought a new high in respons 
roaster advertising. The Mace-Ky 
copy, showing the list of stations 
Kansas Citian logs with one of the 
radios and headed “He Brings The 
in Alive,” got about as much acti 
as anything ever released by Mac 
Ryer. 
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THERE’S A LOT 
OF NICE BUSINESS 


in the G-E TREASURE 


ISLAND DISPLay 


AKE the word of dealers who are using this display. Believe 

them when they say it’s rightly called “Treasure Island”. For 
there’s plenty of treasure in the sales it makes—the customers it 
draws—the interest it creates in electrical appliances for gifts. 


Many a dealer, right now, is using this display not only to push 
small appliances for Christmas gifts—but as a lead-in to sales of 
washers, refrigerators, ironers, vacuum Cleaners and ranges. 


Women know this display. They've seen it illustrated in General 
Electric’s full page and double spread advertisements in November 
and December issues of national magazines. They know the story 
it tells is part of General Electric’s great program— 


“4t’s Easy To Stay Young Electrically” 


Ask your distributor today for details of this far-reaching, three 
dimensional holiday program. Make use of all our dealer helps to 
tell your own Christmas story of G-E Appliances: 


A HEAVY HOLIDAY BUSINESS IS COMING YOUR WAY 


Indications are, this year, that more people than ever will 

give gifts of G-E clocks, radios, mixers, irons, grills, toast- 

ers, coffee makers, waffle irons and roasters. Show these 

appliances to advantage ...on the Treasure Island display. 

By actual measurement it holds on its 6 sq. ft. of space 

more items than can be crowded on 15 sq. ft. of counter 

space. Order yours today. Get full details of all the dealer 

help available for the holiday season. Ask your G-E distrib- ; 

utor for facts, or write to General Electric, Bridgeport, Conn. ode . i ARS : 
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By 


MARGARET SEBERGER 


Department of Homemaking 
Monrovia City Schools, 
Monrovia, Cal. 


EDITOR'S NOTE:— 


How many people in town do their own washing? How many bake their 
bread at home? Is the market for electrical appliances increasing or decreas- 
ing in the community? Such questions as these are of interest to the electri- 
cal merchants of a community. They are also of interest to the home eco- 
nomics department of the public schools. If there is a trend toward electrical 
cooking and an increasing use of electrically operated sewing machines, it is 
important that the schools should be just a little ahead of the community in 
teaching how to use the more modern equipment. Miss Margaret Seberger, 
head of the home economics department of the city schools of Monrovia, 
California, sveral years ago sensed the need of knowing exactly what was the 
situation in the homes of the girls who came to her for instruction. In 1931 she 
made her first survey of the home conditions of the community and has since 
conducted two others. The result is of interest to the electrical industry in 
giving them a better insight of how they can tie in with the school depart- 
ments to bring knowledge of modern ways to the housewives of the next 
generation—and also because it gives an amazingly interesting picture of the 
changing conditions and purchasing trends in a community of less than 15,000 
population. Here, gentlemen, is what is going on in the homes you serve. 


It will help you in your business to study the picture. 
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pliance purchasing 78 per 
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trends om 4 
(20 of t 
1937 rey 
tric ref 
type. 
Other 
refriger 
termination of current trends. T! se 
data of the current investigation ar wll. | 
recorded in Tables I to IV inclusive while 
comparative data are recorded that “i 
Table V. The findings of these inves 5 oo uen 
tigations are summarized below. 7 
L. 


Food Preparation 





Gas is still the chief fuel for cook 
ing. While the gas range is used :: 
more than 90 per cent of the house 
holds investigated there is a slig 
but definite increase in the use 
the electric range during the pa: 
seven years. Only one kerosene rang 
is reported; this one is in the Mexica 
section of the community. More t 
50 per cent of the ranges are equippe 
with automatic oven control; thi 
represents an increase of approxi 
mately 12 per cent over 1931. ock 

Several important electrical appliii—iahe 
ances supplement the use of th 
range. The toaster is used in mo 
than 60 per cent of the householi—=™ 
the waffle iron in nearly 60 per cent 
coffee makers (silex and percolator/iRMmermri 
in more than 40 per cent. Other applies 
ances are of lesser incidence; thes 
are the hot plate, cooker, grill andi@ 
corn popper. No portable roaster @MahAal 
reported. 

The labor saving device of greates 
incidence in the preparation of foot 
is the mixer; it is used in nearly J 
per cent of %e households. Other deg 
vices are the malted milk mixer, thay 
egg cooker and the fruit juice extracHigeiey 
tor. The low incidence of the fruiig 
juice extractor as such is attributed 
to the observation that it is a usualieea 
attachment of the mixer. 

It is interesting to note that ther@ 
are a few households still in whic 
the family bread is baked. In 193303RNEE 
there are less than half as many ORE 

these as there were in 1931. 
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\nother interesting observation is 
it the number of girls who request 
opportunity to practice on the 
‘tric range is very much greater 
in one would anticipate from the 
imber of households which now have 
electric range installed. The rea- 
n for this sudden great demand 
sompanied by an absence of fear to 





vy “the new” is not readily ex- 
iined. 
ina Refrigeration 
ade As a means of food preservation, 
frigeration is used in approximately 
" 93 per cent of the households under 
“NiCe nvestigation. In 1931 ice was the 


ymmon refrigerant. Today more than 
one-half of the refrigerators are of 
e mechanical type. This is a definite 
nerease in the use of the mechanical 
refrigerator in the households of this 
ymmunity. Of the mechanical ones, 
78 per cent are electrical. The per 
ent of incidence of the electric re- 
frigerator has more than tripled since 
1931. Twenty-six new refrigerators 
(20 of them mechanical) purchased in 
20 ice 


blic 
ap- 


ing 


1937 replaced chests, five elec- 

c refrigerators and one of the gas 
type. 

Other uses to which the mechanical 
refrigerator is put are revealed in 
the data. More than 40 per cent of 
the girls report the preparation of 
frozen dessert a frequent occurrence, 
than 20 per cent 
box” dinner rolls 
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investigation. This is a gradual in- 
crease in incidence of approximately 
18 per cent during the past seven 
years. Nearly one-sixth of the house- 
holds purchased a new electric washer 
during the year 1937. With this in- 
crease in electric washers is noted a 
corresponding increase in the per cent 
of cases in which all laundry is done 
in the household; in 1938 this is 
approximately 80 per cent. 

There is also a definite increase in 
the per cent of electric ironers. An 
electric ironer is now in use in more 
than one-fifth of the households— 
nearly double the incidence of five 
ago. During the year 1937 
approximately nine per cent of the 
households were provided with a new 
electric ironer. With the increase in 
these ironers there appears a corres- 
ponding decrease in the sending of 
flat work to the commercial laundry. 

The only appliance in which 100 per 
cent incidence is noted is the electric 


years 


COMPARATIVE 


MAJOR EQUIPMENT 
Range — electric 
gas 
Automatic oven control 
Refrigerator — electri< 
gas 
ice 
Water heater — electri« 
gas 
Washer — electric 
lroner — electric 
Sewing mach. — electri« 
treadle 
HOUSEHOLD PROCESSES 
Laundry 
All done in the household 
All done commercially 
Flat work done commer 
Breadmaking 
All bread made 


household 


in the 


iron. This would indicate that at 
least every household under investiga- 
tion is connected with electricity. In 
1931 the incidence was approximately 
96 per cent. 

A water heater is used in 93 per 
cent of the households—an increase of 
approximately six per cent in the last 
five are gas heaters. 
Only one electric heater is reported; 
none was reported in 1933. 

A slight increase in the use of the 
vacuum sweeper is noted. In 1931 
its incidence was 61 per cent; in 1938 
approximately 68 per cent of the 
households equipped with this 
labor saving appliance. 


years. These 


are 


Heat and Ventilation 


A central heating plant—the gas 
furnace—is used in nearly one-fifth of 
the One wood or 


residences. coal 


1939 


9 
g7? 4 
) 


¥1 


furnace is reported; this one is in an 
old residence. No electric furnace is 
reported. 

For supplementary heat, the port- 
able electric heater is used in approxi- 
mately 35 per cent of the households. 
Thirty per cent of the households 
have an electric heating pad. 

More than one-fourth of the house- 
holds have a portable electric fan. 


Only two housewives enjoy better 
ventilation in the kitchen thru the 
use of an installed electric fan. No 


system of air conditioning is reported. 


Time and News 


More than one-half of the house- 
holds have an electric clock—an in- 
crease of 25 per cent since 1933. 


Moreover, the current data show that 
one-sixth of the households have more 
than one such clock. 

The radio approaches 100 per cent 


incidence—an increase of approxi- 
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7 67 


10 data 


no data 


17 61 


10 data 


33 


04 55 


no data 


mately eight per cent during the last 
five years. In 1938 more than one- 
half of the families have than 
radio. 


more 
one 


The Buyers of the Future 


Since today’s youth are the future’s 
buyers and consumers it seems reason- 
able to give them opportunity for in- 
struction and practice in operating the 
equipment which is coming into wide 
use even tho it may not be found in 
mother’s household today. To learn 
how to obtain the greatest service and 
efficiency from the use of good equip- 
ment now on hand is economical pro- 
cedure; to learn, in addition, how to 
operate that type which is coming into 
wider use is progressive practice. The 
challenging question to the school is: 
Are we providing opportunities for 
both of these learning situations ? 


SURVEY OF REPLACEMENT OF MAJOR EQUIPMENT 
DURING THE YEAR 1937 


RANGE 
electric 
gas 

REFRIGERATOR 
electric 
gas 
Ta 

WATER HEATER 
electric 
gas 
none 

W ASHER 
electric 
treadle or manual 
none 

IRONER 
electric 
gas 
none 

SEWING MACHINE 
electric 
treadle 


manual 


SURVEY OF MAJOR EQUIPMENT AND APPLIANCES 


RANGE 
electric 
gas 
gasoline 
kerosene 
wood or coal 
OVEN 
PNehfel -Sslemek ii, mae). hi iels 
REFRIGERATOR 
electric 
gas 
ice 
WATER HEATER 
electric 
gas 
WASHER 
electric 
other 
IRONER 
electric 
SEWING MACHINE 
electric 
treadle 
CENTRAL HEATING SYSTEM 
electric 
gas 
wood or coal 
AIR CONDITIONING 


SURVEY OF SOME HOUSEHOLD PROCESSES 


LAUNDRY 
All done in the household 
All done commercially 
Flat work done commercially 
BREADMAKING 
All bread made in the household 
Loaves made frequently 
Rolls made frequently 
FREEZING IN ELECTRIC REFRIGERATOR 
Preparation of frozen desserts 
MACHINE SEWING 
Child operates electric machine 


Child operates treadle machine 
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Collections and 


By Louis H. Fetter 
Treasurer, 
Jersey Central Power Light 
Asbury Park, N. J. 


Figures on outstanding delinque 
accounts also give an_ interesting 
light on the “Meter-Ice” story, for a 


no time have they amounted to mo 
than $6,500 at the close of the ye 
and, for the first eight months of t! 
year, were $5,860. 

The sudden expansion of Frigi 
aires sales naturally created a n 
collection problem in the method 
handling these accounts from an a 
tual physical standpoint. In the begir 
ning, we used our meter readers 





sabes Y a la 
the various districts to collect during Na 
. ‘ . ‘ ' numbe 
their regular meter reading schedule on 
But as the number of meters hos : 
creased, we found it necessary to s eee 
° . lepartmen 
aside certain days to make these c P i 
. 4 store anc 
a lections by our regular merchandis 4. 1 
“ct . , mand call | 
collectors. Collections are also ma . : 
electrical 


by meter readers between the 251 
and 30th of each month, after th 


regular meter reading program 


pany befo 
They are 
really was 


_ ; ud : : . > a. completed. This simplifies our coll = 
vl Rewer igre $2,000,000 in refrigerator sales, with le aca oe chine, or 
tion efiort and expense. re shopp 
o lecided to rai ° a O ' — ¢ t fi ire Smit 
: > , ur repossessions for the past fi : 
€ 2¢ NJ y « res 
s ses Is g ~ . , reakin 
Iring ir annua small losses 1S utility Ss 5 year record years, due to moving out of our ter : =~ 
' » | va competiti 
Spring | e Campaign by s¢ . ritory and other normal reasons, hav 7. 
ror th » : . ne 1 
ing the “Meter-I — e 1 1.726 Frieidair , d P . averaged less than 15% and in as = 
I ‘ vided » dow le y ad period, ” 26 fe ‘em n hg ye: follow up this sales case has this caused anv loss sinc swore or 
A 1 were sold, compared wi 206 dur- recor witl he § f Cc ; . 2 system 01 
. as ll 2 ; - é = y pa r : (- ) ur e¢ ore 1 the tory of collections there is always a demand for repos + soe f 
. posited apr ig a similar period for the year be- during the same period, it might be sonal tintin. aor 0 
ox atta » the refrige fore. : well to point out that the total of The original thought behind thi “ach mat 
From indp t This was an electrifying answer 11,251 refrigerators amounted to a method of selling was that the aver- 7 ae 
} eal the question of sales and by the doll: 5 early $2,000 ‘ ——_ to learn « 
ind approach to 1 : eq : ul 1 y é . llar gross of nearly 32, 000, and age family makes its purchases on dos ) 
1 salient ' <a of the year we also had ur an- that during the geting years elec- day-to-day basis and the 15 cents % re 
ff , swer to the collection problem as on tric re erators sales ave epre- : 5 set out O 
i ge family an opp : Rig eng 6h tea gage Denson = reirigerators sales have repre- day plan afforded them the same op- : 
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\ rige ‘ i tvs , meeiiianlion sui ted | as allinne 5s ; . portunity to purchase a necessar) bes heen 
eleentall - ill types of merchandise amountec sales in dollars for all merchandise. piece of equipment. That people have}. . 
‘ 1 ¢ to less than $3,000. In fact, our Frigi- It is the practice of Jersey Central ay: F or: the pros 
yw é ; Ps a : ; ee ae - been willing to pay for their Frigid- 
— : es , laire “Meter-Ic« Campaign proved Power and Light Company to set up , “ “a _ some oth 
\ evi isually tak ae es a : aires on a day-to-day basis is now; . 
trite A a aes hal; uch a success that the Sales Depart- a reserve of 2% of gross sales each ; " “f- = fact, in 
t eing velieving Serra ; : a a a ; an established fact and what was B 
ex 1e best teacher nent decided to Keep it as a “teature year and the following figures give (o+6 idea a few years ago is now th pen 6 
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epe l upon to F a ; direction of Mr. B. A. Seiple, Vice- | 
a 1, ty each Spring Credited to Charge Off to Satie tn Chasm of ri ‘ nal cont: 
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“ 11, ee The following figures covering our Bad Debt Bad Debt ne 5 “a give up 
. ote ° innual 60-day Spring Campaigns give Veer Reserve Reserve made an outstanding record. W The e¢ 
il « mq . ring I al S 21 1 
¢ purchase to b macnn "Sie f ao” sania 1933 $11,801.86 $7,997.03 that record also has come the trut departme 
n W gligib Piece ag: ees Psa Berosiiger eM 11,940.97 5,186.93 that unique selling methods and lib Bp ow iy 
Wit les p a ee oe oe 18,146.03 4,049.69 eral terms need not become undu 
, POSH sli nce its inception in 1935: 1936 20,825.36 1,546.27 Seika pre" we Sted th prompt ; 
| v 1937 25.575.23 2'864.27 inancial risks provided they at¢Hmen are 
q ler, we de ‘ on — During = 4938 22,538.83 712.43 soundly conceived and carefully { four per 
viy olan a trial to a ne -Day Campaign 1939 _ § mos 18,315.85 1,255.88 lowed up from the standpoint of c and ten 
W vould b aa oa It can readily be seen, that despite lection. This 
| the b 1935 1.726 the steady gain in sales, the charge- Experience has taught us this les Bwith a 
ike 1936 2,090 off to bad debts has consistently de- son and we hope to profit by it in « it works 
\p 1937 2,561 creased. It amounted to $700 for the sales plans for the future as that the floor 
] ; e > ; ie? we 
M . e So Dena: = oo entire year of 1938 and about $1,200 which started as a “trial Balloo special a 
s first Frigidaire Cam- for the first eight months of the cur- has proved to be a “wagon hitcl of client 
MI Du Total 11.251 rent year. to a star.” customet 
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set out to 
equipment. 
jepartment stores, 
store and an electrical 
and call in at the offic 
electrical department o 
pany before 
They are excellent pros 
really want to buy the 
chine, or range, or ref 
ire shopping for, but they 













e heart- 
of the 
mpetition they arouse. 

The usual system of the 
store or department, is to me 
system of periodical service 
floor” for each of their 
Each man has his chance in thi 
to meet these 
to learn of their interest in his equ 
ment and, the minute he is free, t 
set out on their trail. But alas, how 
‘iten has he found that someone else 
has been there before he has and that 
the prospect has already been sold 
some other brand of appliance! In 
fact, in the experience of H. L. 
Benton as manager of a major appli- 
ance department in a large department 
store, if you do not reach the prospect 
within twenty-four hours of the origi- 
nal contact, you might just as well 
give up the sale. 

The efficient selling staff of his 
department was organized to make the 
follow-up of every store lead as 
prompt as possible. First of all, the 
men are divided into two groups— 
four permanently located in the store 
and ten constantly in the field. 

This is a revolutionary idea, but 
with a carefully planned procedure, 
it works out excellently. The men on 
the floor are those who have shown a 
special aptitude for handling this type 
of client. They know how to gain the 
customer’s confidence and when best 
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pliance, her mind is pretty 
e is not made in the store 


and probably buy within 24 hours. 


to bring up that ticklish subject of 
name and address. The store’s policy 
of making allowance for old equip- 
ment is a help in obtaining this neces- 
sary information. “Price?” says the 
salesman. “Well now, perhaps we 
can give you some advantage with 
that. Have you an old washer? I'll 
be glad to have our man call around 
to appraise it. We may be able to 
make you quite a discount on the 
sale.” The customer is usually glad 
to fix a time to have the man call. 
The problem of these floor men is not 
so much to sell the merchandise as 
to sell themselves and the store. On 
the other hand, of course, they fre- 
quently take over and close a sale 
which originates in the field. 

They are given commissions on all 
sales made in definite field territories, 
o matter whether they personally 
gre concerned in making the original 
ts or not. Sales not originating 
a ot referred back to 
way, however, carry 


past records of the 
man has about equal oppor 
sales. 

These men are not specialty sales- 
men but carry the entire line of the 
department. This arrangement has 
been made in the interest of saving 
trouble and delay. The salesman who 
makes the approach with an electric 
refrigerator in mind, but finds that 
the customer is more interested in an 
ironing machine should be able to go 
ahead with the new appliance, in the 
experience of Mr. Benton, and not 
have to refer the customer to a new 
man, who may not be the personality 
which appeals to the particular pros- 
pect and who must lose time in start- 
ing again from the beginning. 

The men are held strictly to their 
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24 HOURS 


To Make the Sale 


That’s the time limit in following up hot 





store leads, says this department store expert 





What is more, they collect 
gommissi0Ormgn all sales made in 

i fistrict even thongh the complete 
hsaction may Deradled‘in the store 
_ = 


their calls is not great and a car is not 
always required. 

Then four times a day at stated 
intervals they are required to call in to 
they may never the store to pick up additional pros- 
prospect at all. This me pect names accumulated during the in- 
it possible to hold the Tas to adie terval and also service calls. For the 
ule without breaking ranks to fo nen have other duties than following 
up some alluring possibility outsi, 2 floor sales. They must, for in- 
their program. 


attce, call back on the new owner in 
Each morning a sales meeting is . 

held from 8:30 to 9:30 at which floor tr Ato see whether the appliance and 
men and field men get together and eX\contract is completely under- 
talk over prospects, passing on useful sgfod\\nd is giving satisfaction. It 
personal observations and comments bwWa4us\ that these calls are also 
to one another. The field men then prolific veloping new leads. 
start out to their various territories, To the\fidld men also is reported 
with a list of the floor prospects for every traiyblQ call which comes in 
their districts collected during the pre- and it is\&eqired that they call to 
vious day. Should by any chance these see what i ifficulty is within two 
not provide an adequate day’s pro- hours of tha réceipt of the report. It 
gram, he is also given a list of old has been fda ndj that in fully fifty per 
customers in that territory whose pay- cent of We laints, they can handle 
ments on some previously purchased the a hemselves. This means 
appliance are just about completed a frien ¢ salesman and for the 
and who therefore are free to take on store and la a definite saving in 
some additional obligation. Some of not haolell tq send out a service 

wagon and eqpipment when it is not 


the salesmen have cars and some have 
needed. If}th¢ difficulty is beyond his 
P. 


not. As their work is confined to one 

geographic area, the distances between selturn to page 59 
The next day at the latest is thg ti 
store presentation. If she is ci 
at her home will do more than 
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e buck is pursuing 

merchandising 
finding favor in such western t 
Tulsa, lahoma, Kansas C 
and New 

Dealers ’ 
the all-electric homes which are being 
put up down there—but they profit by 
the ability to say, “You, too, can have 
a refrigerator or range t exactly 
like that shown in the model homes.” 

In Tulsa, Oklahoma, the ten all 
elect! home r th M 
Turner Company | tirred up a 
wave of interest i sctrical appli 
ances, have fathered special editions 
in the Tulsa papers and have brought 
a horde of visitors to the homes on 
display who became kitchen-minded in 
a body 

Most 
homes 
as prospec 
human desire t 
ered swank *y pour through 
thinking 


appliances instead of movie Sucl 


homes and 


people are easy pr 
dealer who works on tl 
homes 


' 
il equip! 


range 
1 automati: 


hwasher and drier. 
controlled 


ight-Better Sight 1: 
breaker switch panel 
which does away with the open fuse 
panel and old fashioned fuse plug 
changing and substitutes the slip of a 


switch to change circuits 
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wall. 
9. Metal kitchen cabinets. 
10. Fifty-year wiring throughout 
the house, meaning heavy gage wire 
that will be big enough to carry futur« 

loads 

Formally opened and blessed by 
‘tric authorities like C. H 
obinson, vice president of the Public 
i Company, and given special 
Lucile Johnson, home 


that utility, these 


cus 


developments 
Company, 
Corporation 
‘ting similar attention. 
In New Orleans none less t 
Nibs, the Mayor, cut the ribbon at the 


opening of the 43 GE homes being 


built by Roger Derby. Incidentally, 


the Derby homes run lower in price 
than the others, being sold for $23.41 


per 


tee 


Dealers find displays 
turn thoughts from 
stocks, bonds and fur 
coats toelectrical 


equipment 
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It's the luxury home that gets the pub- 
lic eye in 1939 and an all-electric kitchen 
makes women's mouths water. 


Here is His Honor, Mayor Masteri, of 
New Orleans, officially opening the first 
of 53 all-electric homes. 
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Thirty-eight young restaurant workers 
trained in the use of electrical equip- 
ment are turned out each year by this 
Portland vocational school. 





atch Them Young 


ORTLAND, Oregon’s restaurant 
industry this year completes the 
fth year of an experiment in voca- 
onal training for kitchen employees 
onducted under the sponsorship of 
Associated Restaurants of Port- 
nd, acting with the city’s director of 
ational education. 

The two electrical utilities serving 
irtland, the gas company, restaurant 
ppliance distributors and the culinary 
vorkers’ union are all cooperating in 
he enterprise. 

The school was started in the former 
ufeteria of the Public Service Build- 
mg, but has recently moved to the 
Pezzanine floor of the Portland Public 
arket where it has completely equip- 
ed quarters and where it may operate 
restaurant open to the public on the 
lain floor of the market, thus giving 
vorkers in all branches practical ex- 
oe under commercial conditions. 
he majority of the equipment used, 


oe 


- 


Prospects Invited to Lunch 


PROSPECT round table group 
makes use of the model kitchen in 
he Figueroa St. building of the Los 
Angeles Bureau of Power & Light 


faily for the preparation of a 


he pubpuncheon, which they thereupon pro- 


: kitchen 


steri, 


the first 


eed to enjoy. The gathering is made 
tp of the best prospects selected by 
he Bureau’s range salesmen from 
oBhose whom they have contacted in the 
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is electrical, as recommended by the 
advisory committee representing the 
restaurants of the city, and provision 
is made to replace this and to supple- 
ment it with modern equipment when- 
ever new advances make any appli- 
ance out of date. The installation 
includes a Griswold 2,600-watt hot 
plate for fast heating, waffle irons, 
automatic toasters, a steriscald unit, 
sandwich toaster, fry kettle, stock pot, 
electric warming table and two heavy 
duty electric ranges. Continuous rows 
of lumiline lamps over the range hood 
and the serving counter provide local 
illumination, in addition to general 
lighting. A 600-watt bun-warming 
compartment is on the same panel. 

Instruction is in charge of Mary L. 
Loomis, a trained dietitian and res- 
taurant operator, assisted by Alice E. 
Stone, an experienced restaurant cook. 
A maximum of 38 students in the 
various branches. of the restaurant 
craft, from cooks to waitresses are 
taken at one time and are furnished 
with a minimum of six months train- 
ing. Portland restaurants now require 
graduation from this course as a pre- 
requisite to employment. 

The kitchen and restaurant are used 
by members of the electrical industry 
for meetings, and plans are under way 
to bring meetings of the local restau- 
rant trade association to the school. 
The installation also serves as a model 
to which appliance manufacturers may 
bring prospects to show them equip- 
ment in actual use. 

For the restaurants, it means a 
source of labor capable of making use 
of the equipment they already own. 
For Portland already takes the lead in 
the West in the use of electrical equip- 
ment, ten out of fourteen main down- 
town eating houses being completely 
electrically equipped and the others 
using partial installations of electric 
devices. 

To the electrical industry it pro- 
vides a demonstration headquarters 
and also a personnel available to 
restaurant keepers, trained in the use 
of electrical equipment and asking for 
its purchase. 


field while selling for dealers. These 
meetings are held in the morning, 
with not more than 16 to 20 present, 
to keep the group down to a number 
which is able to participate in the 
meal preparation and to receive special 
attention. After the food which has 
been cooked is eaten, the group settles 
down to ask questions and obtain 
helpful information. The average 
number of sales reported at the close 
of each such class is from two to four. 
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No local housewife who attended the electrical show staged by four dealers 
of the Eagle Rock district of Los Angeles can have any doubt about being able 
to purchase whatever electrical equipment she needs in her own neighborhood. 


Four Suburban Dealers 


Put On This Show 


OUR dealers of Eagle Rock, out- 

lying residence district of Los 
Angeles, recently staged a seven-day 
electric show which brought out grati- 
fying crowds. The event was dealer 
promoted, but had the assistance of a 
Los Angeles Bureau of Power and 
Light home economist in conducting 
the daily cooking demonstration. The 
four stores, Campbell Electric Com- 
pany, Howard’s Electric Shop, Hul- 
bert Stores and Roberts & Roberts 
each maintained exhibits in the central 
hall on Eagle Rock Blvd. which was 


used for the event and each donated 
a share of the door prizes. These 
were daily features and _ included 
four Mixmasters, one Westinghouse 
roaster, a Toastmaster set and a Gib- 
son electric range as grand prize. The 
cooking equipment used in the daily 
demonstrations was shifted from time 
to time to give the line carried by 
each dealer its share of prominence. 
Attendance for the week-long event 
was more than 1,200—and the partici- 
pating local firms anticipate excellent 
results from this effort to make their 
neighbors acquainted with the fact 
that it is not necessary to take the trip 
to downtown Los Angeles to be ade- 
quately served electrically. 








The ground floor of Shoenfeld's, Tacoma store 


has an 


Ground Floor Location 
Attracis Husbands 


URCHASE of the major electrical 

appliances usually calls for consul- 
tation with the man in the family. 
Men do not like to shop on the upper 
floors of stores. Hence Schoenfeld’s, 
major home furnishing store, with 
branches in Tacoma and Seattle, 
Wash., have located their large appli- 
ance departments where they are 
easily accessible. In Seattle ranges 
and refrigerators are sold in the base- 
ment, reached by a broad stairway 
opening just inside the main entrance- 
way. In Tacoma, the company has 


impressive major appliance display 


recently acquired an adjacent store 
and spread its major appliances into 
quarters of their own. Here kitchen 
and laundry equipment can be dis- 
played in surroundings which are ap- 
propriate—and here husbands can be 
brought or can drop in to pass on the 
wife’s selection without having to 
walk through displays of other mer- 
chandise and to make inquiry as to 
the location of the department they 
are seeking. Since the change has 
been made, according to H. J. Mc- 


Grath, publicity director for the store, 
there has been a marked increase in 
the number of men shoppers who visit 
the department. 
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OFFERS HOTTEST COMBINATION EVER! 


REVOLVING BRUSH 
FLOOR CLEANER 


(WITH HEADLIGHT) 


REVOLVING BRUSH 
HAND CLEANER 








MODEL 157 








CAN SELL 
THEM BOTH 
FOR ONLY 


THE FLOOR CLEANER SELLS REGULARLY FOR $44.95 — THE HAND 
CLEANER FOR $16.95. YOU ARE OFFERING YOUR CUSTOMERS A 
$61.90 VALUE — TODAY FOR $39.95 


Phone Your Royal Distributor Today 


THE P. A. GEIER COMPANY 
540 E. 105th ST., CLEVELAND OHIO 
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| Traveling Kitchen 


RAVELING about the territory 
| served by the Pacific Power and 
| Light Company in Washington and 


| Oregon, this traveling kitchen was 

| displayed before more than 1500 

housewives in ten night stands. The 
* 





Roasts Customers’ Turkeys 


OODWILL of customers—and a 
personal demonstration of the 
satisfactory operation of an electric 
range—was achieved by Henry Gug- 


| enheimer, owner of the Westside 
| Electric Company of Studio City, 
| California, during the last holiday 


season. Mr. Gugenheimer let it be 
known to all the families in the 
neighborhood which his store serves 


Kitchen in the Window 


equipment folds and can be stowe 
away in a goodsized truck, being r 
assembled in a few minutes time 
whatever auditorium is chosen 
the cooking demonstration. Audre 
Herington, company home economis 
accompanies the display and conduct 
the classes. Mel Kennedy is in charg 
of the transportation. 







that he would be glad to cook ar 
one’s Christmas turkey, chicken, du 
or other festive bird in the oven 
his model electric kitchen. Not on 
that, but he donated a specially bak 
(electrically, of course) holiday cak 
free to each of his customers duri: 
the season. The response to thes 
offers kept the model kitchen busy an 
kept the store filled with appetizin 
odors. Not only those whose Christ 
mas dinners were benefited by th 
service but the many others who wer 
attracted by the activity in the stor 
and took an active interest in watch 
ing the results, learned a lesson 
electric cookery, with a _ definite 
friendly good will feeling attached 

All records for sale of electrical 
appliances were smashed during the 
holiday season. 

It was another forceful illustratio: 
of just how team work is better than 
competitive war. 











own shops. 
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This attractive modern kitchen was moved bodily from the Southern California 
Home show to the front window of the Los Angeles Bureau of Power & Light's 
Broadway Building, where it stopped traffic on the outside and brought many 
people into the building to examine its electrical features at leisure. 
twin attraction to the second model electric kitchen displayed on the same floor. 
The set-up here shown was designed by Mike Bolls and fabricated in the Bureau's 
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Hot Water Hookup for 
Automatic Washer 


PSETTING the calm of trailer 


. 
} salesmen has been the automatic 


yasher. For it takes a demonstration 
uuse the prospect to marvel and 
railers are notoriously lacking in hot 
ater. 
Oak Appliance Company of New 
\rleans has overcome this difficulty 
with hoses. When a prospect shows 
nterest enough to have a demonstra- 


Where Housewives Cook 
ls Best Range Market 


HAT the best electric range mar- 
kets is among families in which 
ymen do their own cooking is the 
pinion of William T. Reace, manager 
f merchandise sales; Commonwealth 
Edison Company. 

A map showing where groups of 
nstallations have been made revealed 
that the field in which electric ranges 
ire being most readily purchased is in 
reas with moderate-income families. 

Highly successful last year was the 
plan used by the Company’s home 
service divisions of sending out in- 
vitations to electric range users to 
ittend cooking schools. Seventy-five 
range owners attended the first meet- 
ng and overflow groups came in 
during subsequent school days. 


Women out-of-town for vacations even 
recipes 


requested that be held for 





tion, they quickly run hoses through 
his kitchen or basement windows and 
tap onto the household hot and cold 


water supply. Then, while the family | 


2nd neighbors sit in the trailer and 
watch the automatic washer (Bendix) 
do its stuff, the salesman has no diffi- 
culty in making a demonstration. 
Shown in the picture is Edmund B. 
McCarty, of Oak Appliance’s 
seven outside salesmen, who inciden- 
tally operate on a straight commission 
basis. 


one 





j So gomesTic Rance 
bon 'S . INSTALLATIONS 








them. No food was served, merely in- 


structions given. 





Wood Costs Money, Too 
RAMATICALLY demonstrating 


that electric cooking can compete 

ith the wood stove in cheapness of 
operation is this window of the Pacific 
»wer and Light Company in Enter- 
prise, Oregon. The pile of wood on 
the right represents what the incon- 
‘nient old-fashioned stove would con- 
ime in one month’s time. Its cost at 
cal rates is figured on the black- 
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board which occupies the center of 
the window and to exactly 
$1.60 more than the average electric 
bill for operating the modern electric 
range which is shown at the left by 
way of contrast. The wood is shown 
in its partially cut state, with a chop- 
ping block nearby to suggest that a 
lot of labor goes into the preparation 
of stove fuel, as well as the cost. The 
electric range easily wins out at every 
point. 
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"WASHER MANUFACTURER" 
ZElectrical Merchandising, 
New York City. 
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F YOU ARE the merchant of vision in your territory who sees 
I the vast “profit-future” in this sensational new item for the 
mass market, read carefully—then write at once for details of 
the new Murray franchise. 


The simple truth is that now, for the first time in history, a 
stoker has been developed for the masses—offered at the all- 
time-lowest-first-cost and operation cost, this new Murray 
Electric Stoker is the only one of its kind. Designed and manu- 
factured by the Murray Corporation of America, a $15,000,000 
company. 


Now, after two years of the severest tests under the most exact- 
ing burning conditions, the Murray is offered to the dealer as 
the perfected, revolutionary product of scientific engineering, 
with these extraordinary features: 


Burns COKE, hard coal, Pocahontas, soft coal... 
Automatic fuel-bed as well as temperature control... 
Fits all types of furnaces and boilers. 


Even temperature at below zero; holds fire on mild 
days... 


No change in heating plant; no disturbance in the 
home... 


Minimum installation cost; freedom from service... 
Plugs in light socket—no special wiring required... 


One-sixth horse-power motor assures low operating 
cost... 


PORTABLE! “Take it along if you move” 


Lowest purchase price... opens great new market... 
Dealers! Here is your grand opportunity—the once-in-a-life- 
time item! Don’t disregard real profit promise of the new 
Murray Electric Stoker. Don’t let the franchise for your terri- 
tory slip away. Remember, this unit offers superlative value at 
a popular price. Remember that no other stoker has all the 
Murray features, regardless of the price. Remember that 
you've got competition “knocked cold” with the 10-day free 
trial offer—an offer no other stoker dares to make. 


BURNS ALL TYPES OF FUEL . . . COKE, HARD OR SOFT 
COAL... FITS ALL TYPES OF FURNACES AND BOILERS 
... SIMPLE IN OPERATION, PORTABLE, EASY TO INSTALL 


“SAVE ON THE AVERAGE AS MUCH AS $100.00 ON THE PURCHASE PRICE ALONE” . 
AND PROVED IN LABORATORY AND FIELD . . . EASIER TO SELL AND YOU KEEP THE PROFITS! 


FUEL FED 
AUTOMATICALLY 





AUTOMATIC 
FUEL 
CONTROL 














TESTED 








THE AMAZING EFFICIENCY of the Murray Stoker is made possible by 
the patented automatic fuel-bed control. Simple in operation—saves fuel 
—reduces stack loss—gives most usable heat per pound of fuel burned. 





0 THERMOSTAT 











TOKER 























MURRAY ELECTRIC STOKER and Controls take full charge of the fur- 
nace. The fuel is fed automatically—it is burned rapidly or slowly as 
called for by the thermostat. Always efficient, in cold weather or mild. 
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THE TEMPERATURE IS EVEN. The chart above shows a record of burn- 
ing hard coal. It could just as well have shown coke or soft coal. Notice 
the even low stack temperature with heat loss cut to a minimum. 
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G-E COMPLETES MOVE 
TO BRIDGEPORT, CONN. 


BRIDGEPORT, Conn.—As part of 
a program begun four years ago to con- 
solidate the various activities of the 
General Electric Company in respect to 
appliances at a single headquarters, it has 
been announced by H. L. Andrews, vice 
president, that the transfer of the com- 
pany’s specialty appliance division from 
Cleveland, Ohio, to Bridgeport, Conn., 
was completed as of October 2. Bridge- 
port will henceforth be the headquarters 
for administrative, commercial, financial, 
and advertising divisions of the appliance 
and merchandise department. It is ex- 
pected that the move will benefit cus- 
tomers as well as the company itself, 
in assembling at one place the various 
functions and individuals making up the 
department. 

In connection with 
Bridgeport, a new appliance and mer- 
chandise institute is being constructed 
near the main entrance of the company’s 
plant. It is expected that the structure 
will be ready for occupancy by December 
1. The home service center of the insti- 
tute will be under the direction of Miss 
Edwina Nolan, who served in the same 
capacity in the Institute at Nela Park, in 
Cleveland. The facilities of the new 
structure will include an auditorium, sev- 
eral demonstration kitchens, and an ex- 
tensive product display. It will serve as 
an educational center for home service 
activities, and will afford ample oppor- 
tunity for adequate display and arrange- 
ment of the various General Electric 
home appliances, continuing the work for- 
merly carried on at Nela Park. 

Henceforth all activities relating to 
G-E household refrigerators, ranges, 
water heaters, dishwashers, disposals, 
and electric kitchens or storage appli- 
ances, formerly carried on at Cleveland, 
will be located at Bridgeport. This move, 
according to Andrews, does not in any 
way affect the present manufacturing ar- 
rangements and these products will 
continue to be produced in the same fac- 
tories as heretofore. 


the transfer to 





South Bend Over Top on 
Ranges, Heaters 


SOUTH BEND, IND.—A two months 
dealer cooperative campaign that sold 294 
electric ranges and 94 water heaters was 
the record run up by dealers in the 
South "Bend area, knit together by a 
campaign sponsored by the Indiana & 
Michigan Electric Company, under H. 
W. Riley. 

Dealers in South Bend, 
ana, and Benton Harbor, Michigan, were 
in on the event. Prizes consisting of a 
trip to Chicago to see the White Sox 
play and to watch a professional night 
football game. 

According to O. P. Johnson, residential 
sales manager, dealers sold 72 per cent 
of all units connected. Dealers and the 
utility together sold one out of each 126 
of the company’s customers. 


Elkhart, Indi- 


Full-Fledged Chef 











W. L. Lawson, district manager of the 
Idaho Power Co., Meridan, Idaho, baked 
some cream puffs at the Westinghouse 
Home Institute and is now a member of 
the "Tuff Guys’ men's cooking organiza- 
tion. 








DEALER ACTIVITY 
WEEK BIGGER 


Report Up to 500% Increase in 
Sales for Duration of Week 


CHICAGO—National Washer-Ironer 
Week, 1939, was a greater success, in 
every way, than the first staging of this 
promotional event proved to be in 1938, 
according to Joseph R. Bohnen, of Chi- 
cago, executive secretary-treasurer of the 
American Washer and Ironer Manufac- 
turers’ Association. 

“We have a success story from a dealer 
in a city of every population class in the 
United States,” he said. 

“The outstanding department store in a 
great Middle Western city sold a washer 
before 10 a.m. on the opening day of the 
Week to a man who saw the store’s 
washer-ironer window, went to the de- 
partment, said ‘Seeing your window re- 
minds me that we need a new washer,’ 
bought a high-priced model within five 
minutes and went on his way. 

“A dealer in a small Georgia town re- 
ports that the special display window be 
installed ‘drew great crowds from the 
first and we sold four washers on the 
opening day as a direct result of it, to 
families we did not have listed as 
prospects.’ 

“A town of 30,000 in the Middle West 
has a dealer who reports 500 per cent 
increase in his washer-ironer volume 
for the Week, over his average weekly 
business. 

“A factory branch manager in a large 
eastern city blanketed the downtown dis- 
trict with special display windows, no 
other manufacturer having window rep- 
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Shapely Gams Tell Oil Heat Story 





Now that the oil-burning space heater season is in full swing, Evans Products, 
makers of Evanoil heaters, sends us this shot to prove their heaters really heat. 





1939 








MAKES WASHER- 
SUCCESS THAN ‘38 


resentation, and reports sales in propor- 
tion. 

“In a goodsized Pennsylvania city a 
dealer sent a float, bearing washers ‘and 
ironers, into the residence section each 
day, accompanied - eight salesmen, and 
says National Washer-Ironer Week, 1939 
version, is the best single sales stimulant 
he ever enjoyed. 

“A Southern city dealer says the win- 
dow he installed drew the largest crowds 
in his experience. 

“A store in a large Northwest city 
had more washer and ironer sales than 
in any other week in the history of the 
establishment. 

“In a Pacific Coast city a dealer in- 
stalled a special window, engaged an 
ironer demonstrator for the week, used 
seventy-five inches of newspaper display 
space and sold $1,000 worth of washers 
and ironers in eight days, beside develop- 
ing enough live leads to last his sales 
force into 1940. 

“Among department stores, which prob- 
ably can be considered the least likely of 
all classes of retailers to act on such 
promotions, we had wide acceptance of 
the sales-producing possibilities in Na- 
tional Washer-Ironer Week, and more 
special display windows than ever before. 
Such cooperation by department stores 
thus has a moral in it for every other 
type of store with a stake in washer- 
ironer selling, especially when it is real- 
ized that store policy frequently barred 
our Association material from the win- 
dows, and thus made them ineligible for 
contest prizes. 

“Observance of The Week was spotty, 
of course. Success in any particular store 
depended on the enterprise of the factory 
and distributor salesmen, or the spirit of 
the dealer, or both. 

“Where there wasn’t such cooperation 
and initiative, the dealer says the event 
was a dud. Where the dealer took ad- 
vantage of the aids offered him, went 
after business with his whole soul, he 
was more than likely to reap substantial 
rewards for himself. 

“There were enough of this second 
kind to make National Washer-Ironer 
Week, 1939, the most successful event in 
the home laundering equipment indus- 
try’s history.’ 








MILFORD STARTS 
OWN BUSINESS 


J. W. Milford, formerly publicity di- 
rector of the Lamp Department of Gen- 
eral Electric Company, and for five years 
public relations counsel to the Illuminat- 
ing Engineering Society, who early last 
summer joined the public relations di- 
vision of N. W. Ayer & Son to specialize 
in television promotion, left that agency 
recently and will establish his own busi- 
ness as promotion and public relations 
counsel, with offices at 225 West 39th 
| Street, New York City. 
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Westinghouse Ranges Moving In 

















































































































Eighteen Westinghouse ranges and a check in payment exchange hands in front 


of the Epps Apartments in Tacoma, Washington. 
W. H. Opie Co., Tacoma apartment operators, is shown (left) handing a check 
to Harold W. Partlow, Merchandise Manager, City of Tacoma Light Department. 


Harry Blangy, buyer for 


$4,439,500 MORE FOR R.E.A. 


D. C.—With an al 
9500 more for Rural 


tments have been made to build coopera- 
» refrigerator locker plants. 


GREUSEL GIVES PRIZES 
E—Milwaukee’s scri 


g away with pencils by a prom- 


Distributing Corporation on 
ct “What Should be Done about 


(1) How an established dealer operating 


merchant who undersells him because of 
“no overhead expense.” 
with dealers who al excessive trade- 
(3) Competing with national 

(4) Competing with indus- 









STAMFORD, CONN.—In what is be- 
lieved to be the most comprehensive 
seasonal merchandising campaign in the 
history of the dry shaver industry, Schick 
Dry Shaver, Inc., through Ralph J. 
| Cordiner, president, has announced de- 
| tails of the company’s Christmas drive, 
beginning November 15, which will feature 
a completely restyled line of Schick dry 
| shavers and several new merchandising 
ideas. 

The drive will center around a new 
device called the “Whiskit” which has 
become a part of all new Schick models 
for catching whisker clippings and will 
stress the fact that shaving need no longer 
| be confined to the bathroom but can be 
done without fuss or muss wherever an 
electric outlet is available. 

The theme of the advertising to appear 
in national and trade magazines and in 
newspapers in all major market areas, 
will be an appeal to women to “Give 
Him an Extra ‘Bathroom’ for Christ- 
mas.” The company will spend $100,000 
in space between November 15 and 
December 15, as a follow-up to its $250,- 
000 advertising campaign in September 
and October covering the Schick “Trade- 
in-Drive,” in which an allowance of $2.75 
was offered for any type of straight, 
safety or electric razor in the purchase 
of a new Schick “Captain” dry shaver. 

The general advertising campaign is 
being preceded by sales meetings in New 


York, Chicago, St. Louis and San Fran- | 


cisco, attended by company executives, 
and a vigorous advertising program in a 
large list of trade papers. The entire 
campaign, executed by Lennen & Mitchell, 
Inc., is supervised by Roy W. Johnson, 


the Schick director of advertising and 


sales promotion. 


_ NEW YORK—The largest advertis- 
ing campaign in the company’s history 


has brought an increase of from 248 to | 


1145 employes, or 460 per cent, within 
the past four weeks in the factory of 
Schick Dry Shaver, Inc., of Stamford, 
Conn., a new employment peak for the 
company, it was announced recently by 
Roy W. Johnson, advertising manager. 
With sales and clerical personnel the 
Schick employes now number 1301. 


| SCHICK IN BIGGEST XMAS SALES DRIVE; 
“TRADE-IN” UPPED EMPLOYMENT 460°, 





When Ralph J. Cordiner, president of 
Schick Dry Shaver, Inc., holds a national 
sales meeting he does it by telephone. 
talks to Schick 
in 30 cities—coast-to-coast— 
simultaneously on a Sunday afternoon. 








In the current drive approximately 75 
per cent of the $200,000 being expended 
directly by the company is being used 
in 280,000 lines in daily newspapers in 


States, the remainder being split between 
national magazines and point-of-sale pro- 


using approximately 
local newspapers with the aid of factory- 
prepared mats. This is believed to be a 


Schick has previously spent $1,800,000 in 
newspaper and magazine advertising, a 
higher total than the rest of the indus- 
combined, with 


cent of the dry shavers sold since 1931. 











Taunton Municipal Lighting in Mass., played up the 
National Electric Range Exposition and the “Scotch 
Eskimo" refrigeration theme. 


This "Time to Change" water heater window of the 
Kansas Gas & Electric in Wichita featured nice, big 


Walt Disney germs to get the idea across. 


707  aeereee ere 











Voklenant's Appliance Store, Minneapolis, added a 
seasonal touch to the Modern Kitchen Bureau's range 
exposition window pieces. 


This is another good example of a fall window using 
the National Electric Range Exposition material, From 
Northwestern Electric, Portland, O, 


Dealers Went to Town With MKB's Fall Range Program 





Sx ee 








Here's another of Kansas Gas & Electric, Wichita— 
@ range exposition window using the Modern Kitchen 
Bureau streamers in a direct fashion. 





















"The New Exposition Model” automatic electric range 
said this window of the Northern States Power Co., 
Minneapolis, Minn. 
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EEl SURVEY SHOWS AIR 
CONDITIONING SPREAD 


NEW YORK—There are more air con- 
litioned banks in the United States than 
air conditioned hospitals. 

There are more air conditioned funeral 
homes than either. 

There are almost as many air con- 
litioned doctors’ and dentists’ offices as 
there are air conditioned banks and 
hospitals together. 

Facts like these—and many more of 
far greater significance—abound in the 
report of a statistical survey of air con- 
ditioning installations recently completed 
by Edison Electric Institute. The survey 
covers 141 electric utility companies of 
the United States, including virtually all 
of the larger cities. It includes 40,378 
installations totalling 770,525 horsepower. 

The report is believed to be the first 
of its kind to be broken down into an- 
alyses of individual companies by detailed 
business classifications, according to C. E.: 
Greenwood, Commercial Director of Edi- 
son Electric Institute, under whose direc- 
tion the survey was compiled.- Data for 
each utility company is shown for 30 
different business classifications, and in- 
cludes reports on installations prior to 
1938, installations during 1938, and in- 
stallations for the first three months of 
1939. In each instance the total number 
of installations and the total horsepower 
of these installations is shown. The 
report is priced at one dollar and may be 
obtained from Edison Electric Institute, 
420 Lexington Ave., New York. 

The wide divergence in horsepower 
required for the operation of air condi- 
tioning systems for various types of serv- 
ice is clearly shown by the survey. 
For example, while there are 45 times as 
many installations in residences as there 
are in banks, the total horsepower used 
by the banks exceeds total horsepower 
used by all residential installations. While 
the number of theatre installations is 
only about half the number of restaurants, 
the total theatre installations use twice 
as much horsepower as all the restaurant 
installations put together. 

Evidence that industrial plants in cer- 
tain industries are finding air condition- 
ing an important contribution towards 
successful operation is also evident from 
the report. Heaviest users in the in- 
dustrial groups are candy manufacturers, 
with more installations than for any other 
group. Printing and lithographing plants, 
which ranks second in number, have the 
highest average usage of horsepower 
for air conditioning among the industrial 
classifications covered by the survey. 


Minneapolis Shows Old 
Electrical Appliances 


MINNEAPOLIS—A five booth ex- 
hibit of old electrical appliances shown 
in comparison with 1939 models feature 
the electrical industry display at the 
Minneapolis Century celebration October 
2-9. An old Judd electric washer was 
trotted out; an early Kelvinator unit; 
the first Westinghouse electric range; a 
Berkeley electric steam cooker; hand 
made electric irons; reading lamps of 
the gay 90’s. 

The display attendants declared that 
60 per cent of those who looked over the 
refrigerator display already owned one 
but were interested in purchasing a new 
and larger model. The question most fre- 
quently asked about electric cooking was 
not concerning its cost but whether elec- 
tricity was just as fast as other fuels. 
New home builders frequently stated they 
planned to install an all electric kitchen 
but had to be sold on the electric dish- 


washer. Electric roasters were loudly 
praised by present owners, many of 
whom also owned an electric range. 


Many women looking over the home laun- 
dry display had never seen an ironer 
demonstrated. 








ELECTRICAL MERCHANDISING—NOVEMBER, 





Look at the Crowd That Turned Out in Cincinnati! 








When the Cincinnati Electrical Association put on a lamp bulb campaign in October they first staged a meeting for 
dealers and their sales people to hear the story. And look at the turnout! If you want the reason, see the story below. 





Depression Scares Time 
Payment Purchasers, Survey 


Shows 


WASHINGTON—That a_ householder 
cuts down on time payment purchases 
during stormy business weather just as a 
hungry man always tightens his belt, 
has been the contention of Milan V. 
Ayres, of the National Association of 
Sales Finance Agencies for a long time. 


The advance notices of the annual re- 
tail credit survey being published by the 
marketing research division of the Bu- 
reau of Foreign and Domestic Commerce, 
U. S., bear this out. Some 73 house- 
hold appliance stores reported sales. 
When all the figures were rolled up, it 
was found that installment sales of 
household appliances stores in 1938 de- 
clined about 40 per cent from 1937. 
Restriction in terms was not primarily 
to blame for this. 


But—the cash sales in 1938 revealed 
a decline of only 19.4 per cent with the 
average proportion of sales on that 
basis advancing from,8.2 per cent of the 
total in 1937 to 10.6 per cent last year. 

The data show that 68.5 per cent of 
the 1938 sales of reporting household 
appliance stores were on_ installment 
plan. Consequently the decrease of 39.6 
per cent in these longer term credit sales 
was the most important factor in the 
reduction of total volume. Open credit 
sales which were 21 per cent of the 
totes in 1938 declined 38.1 per cent from 


Household appliance stores had a more 
liberal credit policy than was offered 
by department ‘and furniture stores for 
identical products. 

It is roughly estimated that the aver- 
age original maturity of installment con- 
tracts held by reporting household appli- 
ance stores was between 26 and 2714 
months. This duration of contract com- 
pares with an average of 11% to 13 
months for department stores, 19% 
months for furniture stores and 16% 
months for automobile dealers. 

The average bad debt loss on install- 
ment accounts of reporting household 
appliance stores advanced from $2.08 on 
each $100 of installment sales in 1937 
to $3.56 in 1938. 

The Department of Commerce survey 
indicates that installment losses of house- 
hold appliance stores are relatively large 
in comparison with losses taken by stores 
in other trades that feature deferred pay- 
ment. 
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| 2677 Lamp Bulb Dealers 


CINCINNATI, O—It’s easy enough, 
figured the Cincinnati Electrical As- 
sociation, to work up a good sales cam- 
paign. It’s easy enough to write letters 
and send folders to dealers to tell them 
about it. The really tough job is to put 
the story over in such a way that you're 
going to insure the operation of that 
campaign by the people right at the 
point of sale. 

The Cincinnati Electrical Association 
had designed a sound sales campaign for 
October of 1939. 

There was the element designed to 
interest the buying public. Increased 
advertising by bulb manufacturers was 
relied upon for general interest. Planned 
to create immediate sales was a contest. 
Bicycles, watches, cameras, radio record 
players, roller skates, were to be offered 
high school and junior high school stu- 
dents as prizes in a simple, true-false 
contest. Publicity on the contest was to 
be achieved through advertising on the 
comic pages of the daily newspapers; 
through the medium of a radio program 
designed especially for children of those 
ages. Entry in the contest was to depend 
on the purchase of lamp bulbs. 

There was the element calculated to 
interest the dealer. He was to be told 
of all the effort being made to increase 
his sales. He was to be reminded of 
the profits he makes from lamp bulb 
sales. He was to be offered sales 
bonuses. 

There was the element counted upon 
to interest the dealers’ clerks. They 
were to be offered cash bonuses, based 
upon wattage of lamp bulb sales. 

There was the element planned to in- 
duce the distributors’ salesmen to keep 
at as high a pitch as possible the en- 
thusiasm of the dealer. They were to 
be offered cash bonuses and awards for 
the installation of displays in dealers’ 
windows. 

It all made up a good story. 

Two thousand six hundred and seven- 
ty-seven lamp bulb dealers and their 
clerks heard that story. Heard it late 
in September shortly before the opening 
gun of the campaign. Heard it told in 
such a way that they couldn’t help but 
retain some of it in their minds. With 
that story they took a good injection 
of pep. And they liked it! Because 
| they got their business pill with just the 
| right kind and amount of sugar coating. 





| with the 








Hear Tell of a Lamp Bulb Campaign 


These hundreds of people were brought 
to a mass sales meeting by a broadside 
that offered them a variety show. Of- 
fered them a show, and truthfully, too, to 
which money couldn’t buy an admission. 
Offered them a professional show built 
around a big radio name: “The Hoosier 
Hotshots.” 

There was the secret of the 
Professional. No little local cutie to put 
on a song. No young hoofer from 
someone’s dancing school. No amateurs. 
The show was planned by a professional 
producer who knew just what kinds of 
acts to build around the sales story. It 
was his skillful touch, in scheduling the 
program so that the right kind of em- 
phasis would be placed on the sales 
story, that sent the great audience away 
story of lamp bulbs on their 


show. 


tongues. 

Using such a show to put over the 
story of a lamp bulb campaign had been 
successful (though not in such a big 
way) the two previous years. The 
memory of those two shows; the theatri- 
cal superlatives of the broadside announc- 
ing the 1939 show; brought the dealers 
in droves. They packed the 2,500-seat 
auditorium, overflowed into the aisles. 
Several hundred had to be turned away. 

Two thousand six hundred and seven- 
ty-seven lamp bulb dealers and their 
clerks heard tell of a lamp bulb cam- 
paign. And they went away and got to 
work selling lamp bulbs. ; 





Norge Adds 878 Dealers 


DETROIT, Mich—Heavy consumer 
buying of home Appliances is now forcing 
retail Appliance merchants to lay in fall 
stocks in a volume that is most encourag- 
ing, M. G. O’Harra, vice-president in 
charge of sales for Norge division, Borg- 
Warner corporation, said today. 

O’Harra coupled this statement with 
announcement that 878 new dealers have 
been added to the list of Norge retail 
outlets, secured as the result of a ninety- 
day drive conducted among Norge whole- 


salemen. Retail dealers to qualify as 
bona-fide outlets are obliged, said 
O’Harra, to stock a minimum of three 


pieces of Norge merchandise. 
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WESTCLO 








SELF STARTING 


RETAIL 4495) 


Luminous,a dollar more 





Take a tip from Santa— 
your customers will be buying 


Westclox Electrics 


BACHELOR self-starting 
electric alarm. Ivory hn 
sh with luminous dial 
$4.95. Blue 


or black finish, plain 


retails at 


dial, retails at $3.95 
PITTSFIELD seit -starting 
electric alar An ultra 
vart Westclox in ivory 
hmsh, gold color trim 
Retails at $5.95 
MANOR sell - starting 
electric wall clock. Four 
Or CC Dinations 
give < st eTs noice 
mntor with any 
lecorative scheme 
Retails a $3.95 


ANDOVER clectric time 
lock. Manual starting 
Scriking! esigned in 
giass wit? kel trim 
A beautiful Westclox 
$4.95 


Retails at 


COUNTRY CLUB electric 


alarm. Manual tarting 

of hnish with lu 
ninous dial, retails at 
$3.45. Maroon finish 
with plain dial, retails 
at $2.50 


Wremc electrics are Christ- | 

mas gift naturals. They have | 
looks, price, plus the reputation for 
quality. 

Big Ben Electric heads a full line of 
fine electrics—time clocks, alarm) 
clocks, wall clocks—retailing at from | 
$2.50 to $6.95. Some are self-start- | 
ing, others manual starting. Some | 
have plain dials, others luminous. 
Only space to show a few here. 


NATIONALLY ADVERTISED 


This year we're running two full page | 
Westclox-for-Christmas ads in The| 
Saturday Evening Post, in which| 
Westclox electrics are included. In| 
addition, column ads exclusively on} 
Westclox electrics are running in| 
Collier's, Good Housekeeping, Bet- | 
ter Homes & Gardens, and 27 metro- 
politan rotogravure sections! 


| 





Don’t delay. Strike while Christmas | 
sales are hot. Order from your whole- | 
saler today. Westclox, La Salle-Peru, | 
Illinois. Division of General Time}! 
Instruments Corporation. 


Makers of Big Ben and his family of springwound clocks, electric | 
clocks, wrist and pocket watches . . 


. priced from $1.25 to $6.95 | 








New Positions of the Mouth 
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New ‘ancien for These Five Hotpoint Men... 








F. B. WILLIAMS 


Hotpoint 


Changes in the Hotpoint organization, 
effective October 1, 
announced by R. W. Turnbull, vice presi- 
dent and general sales manager, 
G-E Appliance Co., Inc. 

G. H. Smith, 
Division manager, has been made gen- 
eral merchandising manager. His duties 
will include coordination of sales plans 
and activities of all Hotpoint product 
sales divisions. 

F. B. Williams, Atlanta District man- 
ager, has been made manager of the 
Hotpoint Refrigeration Sales Division, 
with headquarters at Chicago. H. K 
Dewees, Hotpoint Minneapolis District 
Manager, has been appointed sales man- 
ager of the Atlanta District. 

D. C. Marble, Hotpoint Range Divi- 
sion manager, has been appointed manager 
of the Hotpoint Product Service Division, 


Edison 


1939, have just been | 


- : eae 
Hotpoint Refrigeration | 


directing product service for all five Hot- | 


point Home Appliances. 

W. R. Schafer, who has been with the 
Hotpoint Company for more than fifteen 
years, as commercial cooking equipment 
sales engineer, and later as manager of 
Hotpoint Service, has been made manager 
of the Hotpoint Range Division. 

A. Rebensburg has been appointed 
manager of the Merchandising Research 
and Statistical Division. 

Howard L. Scaife has been appointed 
full line Hotpoint representative in the 
Hawaiian Islands for the Hawaiian Elec- 
tric Company, Honolulu, Hawaiian Hot- 
point distributors, it has been announced 
by R. W. Turnbull, vice president in 
charge of sales, Edison General Electric 
Appliance Company, Inc., Chicago, where 
Mr. Scaife has been employed for sev- 
eral years. 

For the past two years he has been 
assistant sales manager of the Hotpoint 
Refrigeration Division headed by ee a. 
(Rock) Smith. Prior to joining the 
Hotpoint Company Mr. Scaife was with 
the appliance and merchandise division, 
General Electric Company, Cleveland, 
Ohio. 


NOVEMBER, 








W. R. SCHAFER 





D. C. MARBLE 





H. L. SCAIFE 


General Electric 


In line with the recent consolidation of 
all of the General Electric Company’s 
appliance operations at a single location 
in Bridgeport, Conn., L. Andrews, 
vice president and executive head of the 
company’s appliance and merchandise de- 
partment, has named George Chapman 
and Carl M. Snyder assistant managers, 
effective immediately. The appointments 
place in the hands of the two men named 
the active direction of what is generally 
considered the most extensive electrical 
appliance operation in the world. 

Chapman, who has had 26 years of 
experience in G-E lamps and appliance 
activities, will assist Andrews in his new 
capacity in the administration of the 
appliance division, which includes the de- 
sign, manufacture, and distribution of 
electric refrigerators, ranges, water 
heaters, dishwashers, disposals, electric 
kitchens, home laundry equipment, clocks, 
cleaners, fans, heating devices, and mis- 
cellaneous appliances. 

Snyder will henceforth be responsible 
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r sales and sales activities of the sam«¢ 
ie of products, together with radio and 


levision receivers and tubes. Both 
en will make their headquarters at 
sridgeport. 


Simultaneously it was announced that, 
yr increased efficiency and simplification 
f the department’s operation, the identi- 
es of the specialty and household appli- 
ince divisions, which heretofore existed 
eparately at Cleveland and Bridgeport 
respectively, would be merged in a single 
ippliance division. D. C. Spooner, who 
ywrmerly managed household appliance 
ictivities, has been assigned to the staff 
f Snyder. 

A. L. Scaife, for several years in 
harge of the advertising and promotion 
yf General Electric refrigerators and 


other products of the company’s specialty | 


appliance division at Cleveland, has been 
appointed assistant advertising and sales 
promotion manager of the G-E appliance 
and merchandise department, by Boyd W. 
3ullock, advertising manager. The ap- 
pointment, which places Scaife specifically 
in charge of planning for the entire appli- 
ance line, is effective at once. He will 
make his headquarters in Bridgeport. 
“The physical consolidation of the 
specialty appliance with the household 
appliance and construction material di- 
visions of the company in Bridgeport 
will result in a better utilization of the 
abilities of many members of the depart- 
ment,” declared H. L. Andrews, vice- 


president in charge of appliance activity, | 


apropos of the Scaife appointment. “The 
appointment of Mr. Scaife to direct the 
advertising and promotional planning for 
the entire appliance line is one of the 
most important examples of this. In his 
new capacity he will bring to all of the 
department the exceptional promotional 
ibility which heretofore has been readily 
available only to the specialty appliance 
division.” 

Mr. Scaife joined the refrigeration de 
partment of the General Electric Com 
pany in 1928 at Cleveland, and has been 
concerned with the promotion of that 
product and some newer additions to the 
specialty line ever since. He has been 
identified with the development of many 
outstanding sales help in appliance pro 
motion, including visualizers, the use of 
films for training, field 
and dramatized meetings. In 


sales research, 


1935 


sales 





Mr. Scaife 


promotion section of the G-E specialty 
appliance division, a post he has held 
until his recent appointment. To his pro- 
motional responsibilities for refrigera- 
tors, ranges, water heaters, and electric 


kitchens, he has now added those for 
clocks, cleaners, fans, heating devices, 
home laundry equipment, construction 


materials, and plastics. 

L. H. Miller has been appointed mer- 
chandise manager for the General Elec- 
tric appliance and merchandise depart- 
ment, with headquarters at Bridgeport, 
Conn., and will henceforth be responsible 
for supervising those merchandising serv- 
ices which function on behalf of all 
appliance lines. He will also be charged 
with co-ordinating these full-line activi- 
ties with those of the individual product 
sales sections. 

Mr. Miller’s association with General 
Electric for several years was primarily 
concerned with reorganization problems 
in the field. Prior to the move to Bridge- 
port he supervised the merchandising 
services for specialty appliances only, and 
for a short time was domestic refrigera- 
tion sales manager. His first contact with 
the company was in 1925 as a refrigera- 
tion dealer. Later he was president of 
the Electric Refrigeration Company, 
Louisville; vice-president and general 
manager of Electrical Housekeeping, 
Inc., Cleveland; and president and man- 
ager of the Keystone Appliance Co., 
Harrisburg. He also opened a new dis- 
trict for the G-E Supply Corp. in Allen- 
town 


Hurley Machine 


The Hurley Machine Division, Elec- 
tric Household Utilities Corp., manufac- 
turers of Thor washers and ironers, an- 
nounces the appointment of Sam C. 
Mitchell as manager in charge of South- 
ern Division operations. He will shortly 
establish headquarters at Memphis, Tenn., 


with supervision of southern territory 
comprising Alabama, Arkansas, Florida, 
Georgia, Louisiana, Mississippi, Okla 
homa, Tennessee, Texas 

Mr. Mitchell was formerly with the 


Nash-Kelvinator Corporation at Detroit, 
Mich., for six years as a sales and mer- 
chandising executive. 


... and These Four General Electric Men 


L. H. MILLER 





GEORGE CHAPMAN 
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A. L. SCAIFE 





C. M. SNYDER 
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succeeded Walter Dailey as | 
manager of the advertising and sales | 





21,620,000* American Women 
want Horton Do-All Ironers for 
Christmas. A nation-wide promo- 
tion is on the fire right now. Get 
in on it without fail! : 


(1939 ESTIMATE WIRED HOMES WITHOUT IRONERS) 





coupon 


MANUFACTURING COMPANY 
FORT WAYNE, INDIANA 


America's Oldest 


Washer 
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RUSH INFORMATION TO 
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These (Accessories Take 
“SALES RESISTANCE”’ 
out of Heater Selling! 


Modern Oil Burning Circulators give you beauty 
of style and design, and safe, economical heat. 
Now you can add THERMOSTATIC TEMPERATURE 
CONTROL and COMPLETE FREEDOM FROM FUEL 
HANDLING to every Circulator with A-P 
“Packaged” Con.rol Accessories! Every Heater you 
sell can be made just as completely Automatic as the 
finest central Heating Plant. And that means 
FASTER SELLING, Extra Sales and Profits, and assur- 
ance of greater custom- 

er satisfaction and 
convenience. 


1.(p} Electric Auto-Heat Top Unit .. . 


Easily added to any Circulator using 
Model 240-DR or LR Manual Controls 


Provides Thermostatic convenience, 
steady. comfortable heat, saves fuel by 
avoiding overheating. Simple, self- 
contained “Packaged” Unit complete with 
attractive modern Wall Thermostat, Elec- 
tric Auto-Heat Top, Transformer, wiring 
and detailed instructions. Simple to in- 
stall. Just mount Electric Auto-Heat Top 
on present Manual Control, connect through 
Transformer to Thermostat. Controls Tem- 
perature with maximum variation of only 
2° from Thermostat 
setting. 

































“PACKAGED” 
CONTROL 





coessories 


oe 
= 


THERMOSTATIC 
TEMPERATURE 
REGULATION 





2. (Ap) OILIFTER 


Electric Auto-Heat 
Top Unit... 


Thermostatic Control PLUS Freedom 
from Fuel Handling. Can be added 
to ANY Heater using A-P Manual 
Control, 


@ OILIFTER Control — Avoids fuel handling and 
fuel tank refilling — eliminates any need 
for fuel tank on heater. Mounted in place 
of the regular Manual Control, the O'LIFTER 
draws fuel from remote bulk storaye tank 
in basement or outdoors, and meters it 
accurately to burner for any desired heat. 
Connects through 14" copper tube to fuel 
supply located as far as 3 floors below 
or 300 feet away from Heater. 


@ OILIFTER Electric Auto-Heat Top Unit — Com- 
plete with Electric Auto-Heat Top, Wall 
Thermostat, Transformer, wiring and in- 
structions. Easy to install. Electric Top 
fits quickly on OILIFTER, connects through 
Transformer to Thermostat. Adds the last 
word in Automatic Heating Control. 


Pree .«- 


Learn how to make more Sales and profit on Oil Burning 
Circulators. 


Get your FREE Copy of the new 1939 “A-P Album of Space 
Heater Selling.” 








@ These Profitable Accessories are available to you direct from us, 
or from your Jobber or Manufacturer. 


AUTOMATIC PRODUCTS COMPANY 


2400 ORTH THIRTY — SECOND STREET 
MILWAUKEE WISCONSIN 
Manufacturers of Oil Controls for all Oil Burning Appliances 


DEPENDABLE 


THE BYWORD FOR A-P 








CONTROLS 
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Norge 


Advancement of H. M. Campbell to 
the position of sales manager of the 


Norge Heating and Conditioning Di- 
vision, Borg-Warner Corporation, is an- 
nounced by M. G. O’Harra, vice-presi- 
dent in charge of sales. 





H. M. CAMPBELL 


Campbell has been a member of the 
Norge sales organization for the past 
five years, during which time he has 
played an important part in sales develop- 
ment for the Norge Heating and Con- 
ditioning Division. He has had extensive 
experience in the Heating and Air Con- 
ditioning field and is well known by the 
entire Norge distributing organization. 

Campbell introduced the new Norge 
Model 120 Furnace to Norge distributors 
and heating jobbers and will direct an ex- 
panded selling program for this product 
which, for the first time, brings to the 
small home owner every advantage of 
the most expensive oil and gas fired, air 
conditioning equipment at a price he can 
afford according to the manufacturer. 

The addition of Roy B. Blanchard 
to the Sales Promotion Department of 
Norge Division, Borg-Warner Corpora- 
tion, is also announced. 





ROY B. BLANCHARD 


Blanchard comes to Norge after a 
long successful experience in the field of 
advertising and sales promotion. 

With Norge, Blanchard will handle 
salen promotion under the direction of 
George G. Whitney, advertising man- 
ager, who recently assumed direction of 
Advertising and Sales Promotion, suc- 
ceeding James A. Sterling, who was ad- 
vanced to the position of general mer- 
chandise manager. 

E. L. Frohlich who recently returned 
to Warren-Norge Company, Norge dis- 
tributor of New York City, has been 
recalled by Norge Division, Borg-War- 
ner Corporation, to become a special 
representative, according to another an- 
nouncement. 


Graybar Electric 


On November Ist, Alfred H. Nicoll, 
San Francisco District manager of the 
Graybar Electric Company since 1932, 
became assistant to the president, Frank 
> ea. with headquarters in New 

ork. 


NOVEMBER, 


From 1924, when he was made sale 
manager at San Francisco, Mr. Nicoll 
has taken an active part in association 
work in the electrical field. In 1927 
he was president of the San Francisco 
Electric League and in later years headed 
up various committees in the Pacific 





Coast 


Electrical Association. He also 





ALFRED H. NICOLL 


contributed a great deal to the Pacific 

Division of the National Electric Whole- 

salers’ Association. 
| Mr. Nicoll is succeeded at San Fran- 
cisco by J. P. Carson who has been 
Sales Manager at Los Angeles since 
1932. 

W. E. Guy, Manager of Graybar at 
Hammond, Indiana, since its opening in 
1928, has been transferred to Los 
Angeles to take Mr. Carson’s place as 
sales manager. 


Westinghouse 


Appointment of W. W. Grant as Direc- 
tor of Marketing Research for the Mer- 
chandising Division of the Westinghouse 
Electric & Manufacturing Company, 
Mansfield, Ohio, is announced by Frank 
R. Kohnstamm, Sales Manager of the 
| Merchandising Division. 








2 


W. W. GRANT 
Mr. Grant formerly was Market 
Analyst in the Westinghouse New 


Products Division. In his new capacity, 
he will be located at the general offices of 
the Merchandising Division, which manu- 
factures and sells the company’s line of 
refrigerators, ranges, household electrical 
appliances, home laundry equipment, and 
air conditioning apparatus. 


Mullins Manufacturing 


Announced by President George E. 
Whitlock, of Mullins Manufacturing 
Corporation are the following personnel 
changes; O. L. Earl, general sales man- 
ager; P. R. Bachman, sales manager, 
washing machine parts; H. C. Wolff, 
special sales representative; J. E. Britt, 
assistant to general sales manager, Salem 
Division; P. Wooster, assistant to 
general sales manager, Warren Division ; 

B. Clark, manager refrigeration 
sales; G. F. Keyes, sales manager, new 
products division. In the Chicago office 
are T. C. Craig and A. F. Boone. In 
Philadelphia is O. A. R. Schraeder. 
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Bendix 


The appointment of A. L. McCarthy 
manager of branch and resale opera- 
tions has been announced by J. S. Sayre, 
vice-president in charge of sales, Bendix 
Appliances, 


Inc., South Bend, 





A, L. McCARTHY 


With the announcement comes word of 
Mr. McCarthy’s resignation from the 
Eureka Vacuum Cleaner Company of De- 
troit. He had been vice-president in 
harge of sales for Eureka since 1919, 
and with that company since 1914. 

The Bendix Company is said to be 
shaping plans designed to establish a 
national hiring and training program in- 
volving every state—and according to Mr. 
Sayre between 5,000 and 7,500 men will 
be given specialized education on the 
merchandising of the Company’s auto- 
matic home laundry unit. 


Horton 


Mr. A. E. Askerberg, general man- 
ager, Horton Manufacturing Company, 
Fort Wayne, Indiana, announces the ap- 
pointment of Willis M. Marshall of 





Universal Cooler 


F. S. McNeal, president of Univer- 
sal Cooler Corporation, Detroit, an- 
nounces the appointment of B. T. Roe 
to the post of domestic sales man- 
ager. 

Since 1926 


Mr. 


Roe has served as 





B. T. ROE 


eastern district sales ‘manager of the 
Leonard Division of Nash-Kelvinator 
Corporation. 


Carson, Pirie & Scott 


Succeeding A. C. McCarthy as buyer 
of housewares and major appliances, 
Carson Pirie & Scott department store, 
Chicago, is Richard E. Egan, who comes 
to Chicago after five years as assistant 


buyer under A. C. Berg at Gimbel’s in 


Pittsburgh. 


Schick Dry Shaver 





Ralph J. Cordiner, president of Schick | 


Dry Shaver, Inc., has announced the 
appointment of A. J. Fisher, formerly 





W. M. MARSHALL 


Denver, Colorado, as an addition to the 
Horton sales staff. Mr. Marshall will be 
district manager in Horton’s Western 
Division covering an important territory 
for the company. For a number of years, 
Mr. Marshall has been connected with 
wholesaling and retailing of home laundry 
equipment. 


Railley 


The Railley Corporation, manufactur- 
ers of Pin-It-Up lamps, announces the 
appointment of S. J. (Jep) Sutton as 
manager of their Chicago office. Terri- 
tory covered by this office included IIli- 
nois, Wisconsin, Iowa and_ eastern 
Nebraska. Mr. Sutton is well known to 
the electrical trade and utilities in the 
district as former representative of 
“Toastmaster”. 


J. R. Godfrey, former Chicago man- | 


ager and previously in charge of adver- 
tising for Railley has been appointed sales 
manager of the company with offices at 
the Cleveland headquarters. Mr. Godfrey 
has for many years been associated with 
E. R. Goodman, 
Corporation. 


vice-president and general manager of 
A. J. FISHER 
the Robeson-Rochester Company, of 


Rochester, N. Y., to be assistant to the 
president in charge of co-ordination of 
manufacturing and engineering, with par- 
ticular emphasis on quality production, 
at the Schick factory at Stamford, Conn. 


Gale Products 


The appointment of J. E. Brennan to 
represent Gale Products as Central Zone 
manager has been announced by L. H. D. 
Baker, sales manager. Mr. Brennan’s 
new appointment places him in charge 
of field sales force now operating in 
Michigan, Ohio, Western New York and 
sections of West Virginia and Kentucky. 

During the past four years, “Jim” 
Brennan has been associated with Uni- 
versal Cooler Corporation of Detroit, in 





head of the Railley | 
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charge of the sales force in the central 
west territory. 


Majestic Radio 


Succeeding J. C. Callahan, J. P. Van 
Horn has been made advertising manager 
for Majestic Radio & Television Corpor- 
ation, Chicago. 
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LOOK AT THE 


“pYY-APPEAL “IN 


Alp at 3292, 
4 KITCHENAID #°* 



































See the ‘SPEED GUIDE” 


Right up-front, SPEED GUIDE clearly 
indicates correct speed for any mixing 
bowl or Attachment operation. Definitely 
eliminates guesswork, (Control provides 
full motor power at all speeds.) 












An original gift. 
KITCHENAID 
ELECTRIC COF- 
FEE MILL for 
grinding “as you 
make it.’” Saves 





the flavor for the 








City & State . —EE 


oe 

q cup. Thousands 

| sold. Complete 

: q $9.75 in U. S. A. 
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CASH IN this Christmastime on the 
prestige of KITCHENAID: the “aristo- 
crat” of food mixers. See for yourself 
WHAT HAPPENS when a real Kitchen- 
Aid sells for only $29.95—complete, as 
shown, including Juice Extractor. See 
how women-who-know appreciate the ex- 
clusive, famous features that mean extra 
practical value... 


Thorough, full-bowl-covering, self- 
scraping, “Planetary” Mixing Action 
(DOUBLE ACTION)... 


Operates All Attachments DIRECT. 
No EXTRA “ADAPTER” needed .. . 
More power, takes over hardest tasks. 


Ability to do all work swiftly and “by 
itself,” IN THE BOWL (no standing 
and holding over hot stove)... 


. the 


Whip’n’ Beater for every mixing need... 


The arm-level Juice Extractor . . 


and many other desirable features. 


If you are not already in touch with 
a KitchenAid distributor, rush coupon. 


The Hobart Mfg. Co. 
1611 Penn, Troy, Ohio 


Please explain dealer proposition on 
KitchenAid Line. 
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ONCE 
MORE 
IT’S 





PRICE! 


PLUS EVERYTHING ELSE! 


A LOW-PRICE TEAM 


THAT OUTPACES ALL COMERS! 








SOON 
TO BE REVEALED! 


We've Got the Industry's Biggest 
Promotion Pilan—“Under Blankets” 
—Ready to Shoot Soon 


WE MADE GOOD OUR '39 PROMISE 
WITH A GAIN...92% BETTER 
THAN THE INDUSTRY'S AVERAGE 


So Depend On It for ’’40... 


HERE COMES 


AMERICA’S ff 
BIGGEST =f 


REFRIGERATOR \ \ 


BUY ! Thinking more of \ 


dealers’ and publics’ needs than 
others did, Gibson devised a profit- 
winning RIGHT-PRICED °39 line 
that made Gibson's sales advance 92% 
over the industry's average. Dealers made 
money saved their businesses from low - 


priced competition f 


1940 WILL SEE THE SAME, 
AND MORE! 


With the “40 short trade-up line you can sell 
a Gibson to everyvone—from the minimum- 
price customer on up to the one who is 
drawn in by 1940's biggest buy but who 
remains to take your top-price Freez’r 
Shelf job. And you do this without slow- 


motion numbers or big investment 


INQUIRE NOW! 


Ltt 











GIBSON ELECTRIC REFRIGERATOR CORPORATION * GREENVILLE, MICHIGAN 


Export Office: 201 N. Welle St... Chicago, U.S. A. . 
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The 
KOOKALL Electric Range 


‘Gg: 


Retail List F.0.8 Factory 
Slightly Higher, South and Far West 


10 Different Surface Heats 
by Watts! 


Heading a Complete SHORT 

Line, Scaling Up, Covering 

Entire Market WITHOUT 
Big Investment 


LOOK at THE RECORD! The refrigerator industry 
moved up last year—and Gibson’s sales moved up 92% 
ahead of the industry’s average! Were you there? 


LOOK at THE REASON! QUALITY-BUILT 
leaders at a price that looked like a fairy tale but proved to 
be a true story. All that, heading a trade-up line priced 


equally well—and INCLUDING GOOD PROFIT. 


LOO K TO 1940! Gibson repeats! Here’s a woman’s 
range at a man’s price—heading a SHORT step-up line 
that meets every prospect half way, without big investment 


on your part. It’s your open road to the big, new range profits! 


Dealerships are being spoken for now—LOTS FASTER 
THAN AT THIS TIME LAST YEAR (which was 
Gibson’s 92%-UP year) SO, SPEAK FOR YOURS NOW! 


Price! Wanted Features! Dealer-Signed Local Advertising! 
5-Heat Chromalox Units! 2-Element Sealed K00 » ALL! 
Oven! And 1940's Heavy Sales Artillery — . 
Get this kitchen-talk that elinches sales: These are Gibsons,the ONLY 
KOOKALL Electrics. KOOKALL is the range rage. In models 
ER -390-J, ER-390-K and ER-390-L, the 5-heat master KOOKALL 
steams, deep-fat fries and BAKES. Does about half of the user's 
necessary cookery on the range surface. All flat surface elements in 
all models are 5-heat Chromalox. Switches are pilot-lighted. The 
Eye-Angle instrument panel is out of youngsters’ reach, abolishes 
squatting and fumbling. With optional Oven Timer, user “sets it 
and forgets it.” ... At $99.95 suggested retail list, 1940 holds the same 
promise for Gibson, the ONLY KOOKALL Electric, as 1939 held for 


Gibson's $99.95 step-up refrigerator leader—and that’s leadership! 


Cable Address: Gibseleo, Bentley Code 


NOVEMBER, 











FOR YOUR 


_ Installation of 230 Westinghouse re 
frigerators for the Brentwood Parl 
low-rent housing projects has recently, 
been completed, according to Ray O 
Edwards, executive director of the 
Jacksonville Housing Authority 
Eighty of the 230 refrigerators are 6 
cubic foot models and the remainder 
are 4-cubic foot models. E. J. Eckert, 
Westinghouse official at Jacksonville, 
handled the negotiation. 


*-_ * * 


In charge of K. A. Bruening of the 
Banner Electric Company, Pittsburgh, 
has been opened a department which 
will recondition trade-in refrigerators 
for dealers, it has been announced. 


> & 2 


Henry A. Dormeyer, president of 
the Dormeyer Manufacturing Com 
pany, died of a heart attack October 
3, in Park Ridge, Illinois. He was 53 
years old, and born in Merrill, Wis- 
consin. Burial was in Chicago. Mr 
Dormeyer is survived by his widow 
and two children, Henry Jr., and 
Betty. 


* * * 


The setting of a world’s record was 
claimed by the Iron Fireman Manu- 
facturing Company following the re- 
ceipt of orders for 40 carloads of 
stokers on “Cy Burg Day”, September 
20. The day marked the fifteenth an 
niversary of Iron Fireman’s first car 
load sale, made by C. T. Burg, the 
company’s first salesman, and now 
general sales manager. Orders for 
1,516 Stokers flooded into Cleveland 
during the day. 


7. * * 


Growing in importance is the 15-day 
free trial offer being pushed by Chi- 
cago mail order chain stores. For 
years both Montgomery Ward & Com- 
pany and Sears Roebuck have empha- 
sized their money back guarantee, so 
of course the 15-day free trial offer is 
merely another variation of it. Obvi- 
ously the proposition is sure fire in 
pulling power or the added stress 
would not be given to such offers. 


* * * 


August was the best month for the 
porcelain enameling industry since Oc- 
tober, 1937, according to the Depart- 
ment of Commerce figures recently 
released. Total value of shipments by 
the 99 manufacturers reporting was 
$3,697,286, an increase of 17.5% over 
July. 

- . * 

Financing the construction of small 
homes costing not over $2.500 is 
drawing attention of the Federal 
Housing Administration. The plan, in 
effect September 1, is expected to be 
most popular in smaller cities and 
towns and in those places where land 
values are relatively low. 


*- * * 


21,548 Norge products were shipped 
to Norge distributors during the 
month of September, according to fig- 
ures just released by Howard E. 
Blood, President of Norge Division, 
Borg-Warner Corporation and Execu- 
tive Vice President of the parent com- 
pany. This is 126.5% of the corre- 
sponding figure for September of 
1938. 


* * * 


Gathered to hear Sam Rosenthal of 
the Hyland Electrical Supply Com- 
pany, the women’s division of the 
Electric Association. held a president's 
dinner September 17, in Chicago. 


* * * 


On October 1, 1939, the New Or- 
leans sales office and warehouse of 
Cutler-Hammer, Inc., will move to 
new quarters at 732 Girod Street, New 
Orleans, La. 


1939—ELECTRICAL MERCHANDISING 


INFO 


by pure 
tics store 
Street, Ch 
ing Shop 
added a 

ippliance 


now num! 


Produc! 
running 
Samson-l 

[his in 
translatec 
President 
more tha 

handle 


Organi 
j. L. Fe 
tributing 
been ann 
Washing 
will distt 
sibly ot 
Illinois ; 
es in I 


That 
may be 
sockets 
devices 
diseases 
heat) is 
the Fed 
Magnec 
Lake C 


Belie 
season 
tory of 
arch C 
thorize 
radio s 
over 1 
erful 
additio 
Magaz 


Frar 
ers, Ji 
kitche! 
chines 
panee, 
dead. 


NEh 
FA 
C. E. 
CH 


and p 
for 1 
frige! 
heate 
Bure 
factu 
venti 
“Pla 
ers 
been 
a 
Mig. 
presi 
elect 
Ralp 
Shre 
Squi 
Tho 
ance 
& E 
chai 
/ 
plia 
mar 
Dor 
Co. 
: 





of | 


EL 


R BF INFORMATION ... 


re By purchase of the Standard Utili- 


* tics store at 201 North La Salle 
pe Street, Chicago, the Good Housekeep- 











Oo ing Shops, formerly Levinson’s, has 
he added a Loop outlet to its chain of 
ty ippliance and radio stores. The group 
. w numbers six. 

rt, ~*~ * * 

le, 

Production of electrical appliances is 
running far ahead of last year at | 
Samson-United, Rochester, N. Y. 

he [his increased activity will soon be | 
th, translated into larger payrolls, as | 
ch President A. O. Samuels predicted 
rs more than 200 people are to be added 
handle the step-up in new business. 
. « * 
of Organized by Harry R. Klein and 
N J. L. Pazulan, the Majestic Radio Dis- 
er tributing Company of Illinois has just 
53 been announced. Offices are at 800 W. 
s- Washington Blvd., Chicago. The firm 
Tr will distribute Majestic radios and pos- 
Ww sibly other appliances in northern 
id Illinois and Lincoln and Porter coun- 
es in Indiana. 
* * * 
| 
” That blankets and other pads which | 
a- may be attached to electric light | 
- sockets must not be represented as | 
" devices which have value in treating 
ad diseases (except by application as 
¥ heat) is maintained by a direction of 
J the Federal Trade Commission to the 
- Magnecoil Company, Inc., of Salt | 
z Lake City, Utah. 
d * * * 

Believing that the 1939 Christmas 

season will be the biggest in the his- | 
y tory of electric shavers, Knapp-Mon- | 
4 arch Co., of St. Louis, has just au- 
r thorized a daily schedule of dramatized 
* radio spot announcements to be heard 
: over 15 of the most popular and pow- 
> erful stations in the country, in 
S addition to the extensive National 


Magazine campaign now appearing. 


lh’s for you when you sell BZ 
SUNLIGHT-POWERED washers 7°°~ 


The “sunny” smile this young lady flashes when she walks past 
samen, fadieen, eth teothers are your place of business is a sign that she is more than a customer— 


* * . 


Frank Koppes, who with two broth- 
ers, John and Samuel, manufactured 


kitchen furniture and washing ma- 
chines, was buried recently at Nap- 


dead. 


she is a friend. She was a customer when she bought the washer 
on your assurance that it would give long, satisfactory service. She 
became a friend when it actually gave the trouble-free performance 
you promised—performance that was assured by a smooth-running 
Sunlight motor with bearings which require no oil during the life 
of the washer. Her “sunny” smile is proof enough that she is well 





NEMA VOTES $245,000 
FOR APPLIANCE DRIVE 
C. E. Swartzbaugh Elected President 


_ CHICAGO — Cooperative advertising pleased with the washer and with you... and that she will come 
and promotional budgets totaling $245,000 
for 1940 were voted for the electric re- back to you when she needs a newer model. 


frigerator, range, roaster and water 
heater sections of the Modern Kitchen 
Bureau of the National Electrical Manu- 
facturers Association, at their recent con- 
vention here. In addition, a schedule on 





Sunlight motors are the result of more than twenty-three years 
of specialized experience in building electric motors for the 









~Planned Electric Kitchens" to hele deal- | washing machine industry. They provide the complete 
ers sell complete electric kitchens, has Hee me i 
been added. | dependability that makes a friend for you every time you 


C. E. Swartzbaugh of the Swartzbaugh 
Mig. Co., Toledo, Ohio, was elected 
president of NEMA while vice-presidents 
elected included Howard Blood, Norge; 
Ralph Kelly, Westinghouse; E. O. 
Shreve, General Electric; F. W. Magin, 
Square D; and George C. Thomas, 
Thomas & Betts. In the various appli- 
ance sections, Thomas Evans of Merchant 
& Evans Co., Philadelphia, was re-elected 
chairman of the refrigeration section; H. 
J. Mauger, Edison General Electric Ap- 
pliance Co., Chicago, was re-elected chair- 
man of the range division; Harold B. 
Donley, Westinghouse Electric & Mfg. 
Co., chairman of the roaster division, and 
J. R. Poteat, General Electric, chairman | 
of the electric water heating section. 


sell a Sunlight-powered machine. Sunlight Electrical 
Division, General Motors Corporation, Warren, Ohio. 


DEPENDABLE WASHING MACHINE MOTORS FOR TWENTY-THREE YEARS 


SUNLIGHT MOTOR 
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SALESMEN SAY the Wilcolator Warranty Bond is 
the finest single aid to range selling they have 
ever known. And here’s why: This Bond con- 
centrates prospects’ attention on such all-im- 
portant points as automatic operation . . . 
economy efficiency. What's more, it 
answers questions about these points with 
written proof. Send for as many Wilcolator 
Warranty Bonds as you need—they're free. 
Then watch this modern selling aid go to work 
for you—helping you close more sales, faster. 
Address 


THE WILCOLATOR Co., NEWARK, N. J. 


TIME-TESTED! 
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NEWS F 


“Electric range expositions in deal- 
ers’ stores” are advertised by the Los 
Angeles Bureau of Power and Light as 
part of its fall range campaign. Among 
the trick demonstrations which are 
being used by dealers to emphasize 
selling points in the minds of the pub- 
lic is the ice-cube test, which shows 
how well-insulated the oven of an elec- 
tric range is, how economical of opera- 
tion and how cool in summer, and the 
“paper tent” test, during which a com- 
plete oven-cooked meal is cooked in a 
range inside a wrapping of paper. 
“Flameless Heat Makes Matchless 
Kitchens” is the slogan used. A co- 
operative salesmen plan between deal- 
ers and the Bureau is part of the pro- 


gram. 
” 7 * 


Bullock’s of Los Angeles has been 
offering a series of electric cooking 
classes to its customers on the fourth 
Friday of each month. 


x & * 


Customers of the Broadway Depart- 
ment Store of Los Angeles who are 
interested in purchase of an electric 
range, or who have already bought 
one, can receive instructions in its 
operation on Monday afternoons in the 
store’s auditorium, Ann Martin, of the 
Bureau of Power and Light, conducts 
the classes. 


*- * * 


Special for October among dealers 
on the lines of the Southern California 
Edison Company was an electric deep 
fat fryer for domestic use, which was 
sold at $14.95—$1.95 down, and the 
remainder in monthly installments. 


* * * 


A group of North Hollywood, Cali- 
fornia, dealers recently got together 
and staged a private exposition of their 
own, with a display of electrical equip- 
ment from their stores, supplemented 
by daily cooking classes in the after- 


noons. During the evenings motion 
pictures and entertainment aided in 
attracting crowds. More than 160 


housewives attended the opening ses- 
sion and attendance was at an equiva- 
lent level throughout the four-day 
showing. The merchants who cooper- 
ated in this event were the Wilson 
Appliance Company, Langlands and 
Schade, and the Rediger Furniture 
Company. The show was held in a 
vacant store at a location accessible 
to customers of all three stores. 


* * * 


Opening fall meeting of the Electric 
Cookery Council of Southern Califor- 
nia was held in Los Angeles on Sep- 
tember 15, to celebrate the opening of 
the L. A. Bureau’s fall range drive 
by participation in a dinner, a speech 
making, and a dance. 


’-_ * * 


“As a bid for new customers” Tur- 
pin’s of Fresno, California, have been 
offering terms of 50c down and 50c 
a week on a $9.95 G.E. radio. 


*- *+ * 


A three-day store demonstration and 
the offer of a 10-day home trial served 
recently to introduce electric steem- 
irons to customers of the Eastern, of 
Sacramento, Calif. 


* «- . 

Montgomery Ward of Sacramento 
has been giving away an electric mixer 
to purchasers of an electric washing 
machine or refrigerator. Later they 





offered a small radio as a premium. 
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LASHES 


A four-carload, name-withheld sale 


of electric refrigerators late 


was a 
September event for Hale Bros. oi 
Sacramento, Calif. The price was 
$99.50 for a 6.3 cu. ft. box. 

7” om ad 


The first week of October was laun 
dry demonstration week in the washer 
and ironer department of Meier and 
Frank, Portland, Ore. Other electrical 
departments offered specials of floor 


samples and discontinued models 
throughout the Harvest sales which 
are a fall event with this store. 
a . * 
Seattle’s model concrete home, 
placed on display by the Portland 


Cement Association of that city, also 
proved to be an all-electric demonstra- 
tion, with electric range, refrigerator 
and air conditioned heating plant, all 
of which were duly emphasized in ad- 
vance advertising. 


* ~ * 
Schoenfelds’ of Seattle advertise 
“protected credit,” under which 


arrangement the customers’ payments 
are suspended in case of illness or 
unemployment and are cancelled in 
case of death or loss by fire. 


7- * * 


“Installed complete” price of $74.50 
for a 40-gallon storage automatic water 
heater is offered by the Seattle City 
Light. This includes all wiring and 
plumbing. 


7 - * 
Premiums offered with a _ G.E. 
washer at $70.50 by the Palace of 


Spokane, Wash., included 4 bath tow- 
els, 4 guest towels, 4 wash cloths and 
a bath mat. 


* * * 


“Nothing down and 75c a week” 
terms were offered by Tull & Gibbs 
of Spokane, Wash., on purchases of 
major appliances during their recent 
Anniversary Sale. 


* * * 


Idaho dealers and power company 
salesmen have been going to town on 
all three of the campaigns now under 
way in that territory. First section of 
the “Twins for the Jones Family” 
drive on electric ranges and water 
heaters ended with 128 per cent of 
quota made, best record being made 
in the Pocatello division. “The Eyes 
Have It” campaign at the half-way 
point was doing equally well, with an 
all-over per cent of quota reached 
placed at 70 and four weeks still to go. 
I.E.S. lamps, Renualites and others 
and yard lights were featured in this 
drive. The Idaho Power Company all- 
employee “Watts Up” campaign had 
attained 85 per cent of quota during 
the same period and was still going 
strong. Average wattage of bulbs sold 
has been in the neighborhood of 90; 
254 employees are participating. 


’-_ * * 


First seven months of activity dur- 
ing 1939 by Montana dealers and 
power company resulted in the sale 
of 278 electric ranges and 311 refrig- 
erators on the part of the power com- 
pany and 459 ranges and 4,310 refrig- 
erators by dealers. This record did not 
include final sales in the summer cook- 
ery campaign sponsored by the Mon- 
tana Power Company, which featured 
ranges, roasters and hotplates. The 
company reports direct results of this 
activity somewhat below expectations, 
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* ca * 

The Granite Furniture Company of 
Salt Lake recently advertised a trade- 

week on washing machines, during 
which they allowed $25 for the old 
washer on an $89.50 American Beauty. 


* * aa 


A free home demonstration of light 
ynditioning was advertised during 
September by the Public Service Com- 
pany of Colorado as part of its fall 
light campaign. A cooperative special 
with Denver dealers was the $1 allow- 
ance for old irons offered on purchase 
f an American Beauty iron. 
. 7 - 


The Reidling Music Company of 
Albuquerque, New Mexico, advertises 
that it has “an Ironrite that we loan 
to anyone that has a lot of shirts to 
iron. No obligation.” A demonstration 
goes with the loan, as an aid to the 
housewife. 

- - « 


Montgomery Ward of Albuquerque, 
N. M., recently remodeled its store 
ind opened an addition, with appropri- 
ate ceremonies and a celebration which 
included an entire 8-page section in 
the Albuquerque Journal. Ranges, 
radios, refrigerators and washing ma- 
chines occupy the first floor of the new 
quarters. 


* * * 


What is described as a “fifth an- 
nual I.E.S. lamp sale” is now under 
way in Phoenix, Arizona, and is being 
supported by advertising on the part 
of power company, lamp manufactur- 
ers and dealers. 


Alfred H. Nicoll, who goes to New 
York as assistant to the president of 
the Graybar Electric Company has for 
many years been manager of the San 
Francisco district. He _ started his 
career in 1907 as lamp salesman for 
M. A. Bryte and in 1909 went to the 
Western Electric, in whose ranks he 
has risen to his present position. 


* * * 


B. W. Reynolds has been made man- 
ager of domestic sales of the Pacific 
Gas and Electric Company, an ad- 
vancement from his former position 
as manager of dealer sales promotion. 
F. U. Naylor becomes administrative 
assistant in charge of coordinating 
use of sales promotional data, material 
and literature, employee business 
building programs and sales training. 


*_ * * 


Lightning struck twice in the same 
place when H. D. Sparrow, sales- 
man for the Schoss-Read Electric 
Company of Ogden, Utah, this year 
won second prize in the grand sweep- 
stakes offered by the Maytag North- 
west Company, covering eight states. 
Last year, working in the same terri- 
tory, he sold 53 Maytags in seven 
weeks to win first prize in the annual 
contest. 


*-_ * * 


Electric rate reductions always serve 
as a stimulus to appliance sales, offer- 
ing the inducement of lower operating 
costs. Here are some reductions re- 
cently reported from the Pacific Coast: 
San Diego Consolidated Gas and Elec- 
tric Company, effective November 1; 
Coast Counties Gas & Electric Com- 
pany, effective October 15; Utah Pow- 
er and Light Company, effective Sep- 
tember 1. 





Then and Now—Always Clicks 








One of the crowd-stopping exhibits at the recent Los Angeles Home Show 


was this kitchen of the Gay Nineties and its modern counterpart. 


Note the 


gas-and-electric fixture, flourbin storage table and double decker range. 
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THE MOTORS WITH THE TRADE-MARK MILLIONS KNOW 














































Appliance 


astingnous® 


Westinghouse Thermoguard 


STOPS MOTOR BURNOUTS! 


Appliance dealers prefer motors they hear about the /east 
— from their customers. That’s why more and more dealers 
prefer Westinghouse motors on the appliances they sell. 

Not only does the Westinghouse name — known and 
advertised to millions—aid sales, but Westinghouse 
motors can give sales advantages other motors can’t. One 
of these is THERMOGUARD —the simple, dependable 
little device that stops motor burnouts from any cause 
whatever. Automatic, almost human in its action, it has 
saved countless service calls, complaints and repair bills. 

Why not gear the added advantages of Westinghouse 
motors and the Westinghouse name to your selling? Specify 
and supply Westinghouse —the motors with the trade- 
mark millions know — for your appliances! Westinghouse 
Electric & Manufacturing Company, East Pittsburgh, Pa., 
Dept. 7-N. 


j-03076 


94% KNOW 
WESTINGHOUSE 


A nationwide survey of repre- 
sentative groups of people 
in 14 cities disclosed that 
94% know and recognize the 
name “Westinghouse,” 
and identify it with quality 
electrical equipment. 





Small Motors 
The chine of heatt Keoitlance™ 
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NEW BOOKLETS 


Do you sell ISSUED 


al 
these brands? ese | WESTINGHOUSE (MANSFIELD) 


The Westinghouse Kitchen Planning 
Manual has come off the press—a com. 
plete booklet on kitchen planning wii 
drawings and photographs of kit 


It will pay you to be 
meno listed under them = eee eee 


mer art es 
s modernizing. 
1 


“<n, aw ent 
y in the Classified a ae a Century 
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Genw' earts 


Century Electric Co., St. Louis, M 
have issued a new catalog insert o1 wie 
repulsion start induction, brush-lifting wow 

nic TUNING single phase motors. Ask for for: 
ELECTOR ALL 938-A. 


oper o BY 
rreres¥ 


; 
: 
: 
f 


~~, 
~— 


ST. CHARLES 


The whole subject of steel kitchen 
cabinets is thoroughly gone into in a 
new booklet recently issued by the St 
Charles Mfg. Co., St. Charles, Ill. Here 
are pictures, drawings and text telling 
| the story of kitchen planning and 
| modernizing with modern steel cabinets 
| Dimensions are given and instructions 
| on how to plan individual kitchens. 


EDISON GENERAL ELECTRIC 
APPLIANCE 


Hotpoint have done some beautiful jobs 
on catalogs and direct mail pieces on 
various appliances recently. One covers 
automatic hot water heaters (electric) 

| and goes into every detail on models, 
| construction, capacities, etc. With the 
| catalog comes sales promotion materia! 
envelope stuffers and all the rest of the 
promotional paraphenalia designed to hel; 
| the dealer do a job selling electric hot 
water heating. There’s also a broadsice 
| which is suitable for hanging in the store 
or window. 


WESTINGHOUSE 


Westinghouse have brought out a new 
leaflet describing heavy duty motors of 
* to 4 horsepower for blowers, air com 
pressors, industrial vacuum cleaners, and 
small machine tools. Ask for leaflet 
F-8491, Dept. 7-N-20, Westinghouse Ele: 
tric & Mfg. Co., East Pittsburgh, Pa. 





EDISON ELECTRIC INSTITUTE 


The Commercial Electric Cooking 
Council of the Edison Electric Institute, 
420 Lexington Ave., New York City, is 
publishing a 4-page illustrated mailing 
broadside for utilities to send their com 
mercial customers. The folder is called 
“Build Profits with Electric Counter 
Cooking.” 





NEW YORK TELEPHONE CO. 


The New York Telephone Co. hav: 
issued an interesting booklet entitled 
“Your Company’s Voice” which has a 
lot of valuable tips about how to sell on 
the telephone. 


SWARTZBAUGH 


The Swartzbaugh Mfg. Co., Todelo, O., 
have just issued a broadside which 
describes and illustrates their new Everhot 
roaster line and other products. “Putting 
You in the Money” is the title. 


it: Nine out of ten Do they find your name under the brands you 
why AMERICAN STOVE COMPANY 


people who have sell? Such listings increase sales. To quote a typi- 





A new catalog presenting the entir« 








telephones turn to the ‘yellow pages’ cal dealer’s letter: “Our experience has shown us new “Quick Heat” line of oil burning 
: Piel = ‘ : space heaters has been issued by the 
of the directory for buying information. Surveys that the Classified is a consistent business getter.” American Stove Co., Lorain, O. The 
. 7 P r ‘ book is illustrated in full color and, with 
prove that this has become a national habit. For details telephone your local Directory man. it, is a complete merchandising plan. 
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inter 
OINT to the DULUX seal . . . the finish with the quali- 
| ties women want! 
lave 
-_ Your customers will listen with interest when you tell them 
— about the advantages of DULUX. A brilliant finish that stays 
white. Easy to keep clean. . . a quick rub with a damp cloth 
does the trick. Amazingly tough and durable. A finish that 
O., me 
hic! is resistant to chipping and cracking and the hard knocks 
rhot . 
ting of daily wear. 
These sales points will make your refrigerator sales easier. 
It’s good sense—and good sales manners—to point when 
oe you re selling . . . when you point to the DULUX seal! E. I. 
7 du Pont de Nemours & Company (Inc.), Finishes Division, 
with 








Wilmington, Delaware. 
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No, sir! You couldn’t pick a better 
time than right now to lay in a 
supply of General Electric Clocks! 
In the first place, Christmas—the 
best clock season of all—is just 
ahead! And in the second place, 
right now General Electric offers 
you the hottest set-up in the elec- 
tric clock business—22 brilliant 
new models—a barrage of na- 
tional magazine advertising—and 
a hard-hitting spot merchandising 
display that’s the smash hit of the 
industry! 

Get behind this dramatic 
chandising program and make 
1939 your biggest and best clock 
year! There’s a wholesaler near 
you who can fill your requirements 
promptly. If you do not know his 
name, write us. General Electric 
Clock prices start at $2.95 retail. 


mer- 


GENERAL ELECTRIC COMPANY 


BRIDGEPORT, CONNECTICUT 


ATHENS—A trim bent- 
wood Occasional Clock of 
modern classic design. 
Beautifully finished in dark dial 

brown walnut. Light cream $6.95 
dial. Model 4H-84. . List, out alarm, 
$7.95 List, $5.95. 








FRAMINGHAM—An attractive, wood- 
yclometer clock for desk use 
walnut finish. Gold-colored 
escutcheon plate. Light cream numeral 
drums. Model 8B-10. List, $9.95. 


cased « 
Brown 








APPLIANCE AND MERCHANDISE DEPT. 


SERF—A wood-cased Alarm 
Clock of strikingly original 
design. Walnut finish. Ivory 
Model 7H-108. List, 

Also available with- 
Model 


“ISLAND OF PROFIT’ DISPLAY 


A knockout! 


Holds nine clocks. 


Only 16 inches in base diameter. 
Richly colored in maroon, gold and 
old ivory. Durable Presdwood 


and metal construction. 


Felt-pro- 


tected base. Make certain your G-E 
Clock Wholesaler reserves one for 
you. Write him for details. 


OVERSEER— 


clock of 


3H-92. 





GLOUCESTER—A trim 
bour clock, smartly 


glamorous 
gold- a occasional 
smart and dis- 
tinctive appearance. Strikes 
a new note in clock styling. 
Gold-colored hands. 
5H-66. List, 


$5.95. 


nautical tam- 
shipshape in 


design and spirit. Real ship's-bell strike. 
Mahogany finish. Brass spokes. Cream 


and gold-colored dial 
List, $18.95. 


Model 6B-06. 


GENERAL G6) 6) ELECTRIC 
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Proctor Launches 


IRON 


in Major Appliance Style 





WALTER SCHWARTZ 


Proctor president, superintended first 
launching in Philadelphia meeting 


‘6 OD must have loved the com- 
mon people because he made 
so many of them,” declared 

Abraham Lincoln. That ought to be 

equally true of small appliance pros- 

pects because they outnumber major 
appliance possibilities many times. 
So must have reasoned the Proctor 

Electric Company in launching its 

1939 campaign on toasters and the 

Never-lift iron in an entirely new 

technique. A flying circus headed by 

C. P. Culbert, sales manager, enter- 

tained Chicago dealers at dinner 


NOVEMBER, 





Cc. P, CULBERT 


Proctor sales manager, told the sales 
story, predicted 18,000 iron sales 


September 29 with a presentation as 
elaborate as ever given to any major 
appliance. Introduced by Walter Trit- 
tipo, following a floor show, Mr. Cul- 
bert dramatized the Proctor toaster 
which makes Melba toast, rings a bell 
and gives a choice of soft and crunchy 
or dry and crisp product. Then he 
told his Chicago audience how Proc- 
tor has introduced the first thermal 
controlled iron, the first built-on cord, 
the first cork handle, the first 1000- 
watt heating element and wound it 
up with the Never-lift iron, styled by 


LEFT 


Cardboard blow-ups of the 
Never-Lift iron showed 
mechanical details, gave 
major appliance slant to 
demonstration 


RIGHT 


A negro mammy laundress 
goes through a shirt iron- 
ing with standard iron and 
Never-Lift model, wowed 
the customers 
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seorge Sweitzer. By means of a 
jemonstration with a colored mammy, 
howed that in ironing a woman 
fted a 5-lb. iron some 1,400 times, 
average of 7,050 pounds of cast 
No wonder women were tired, 

ie said. For two years the Never-lift 
iron has been tested out. In Wilming- 
ton, Delaware, a town of 106,000, a 
1000 quota set for three months found 
1,900 irons sold in far less than that 
time. In Philadelphia a 12,000 quota 
set for three months found sales of 
over 4,700 in one month, 7,000 and 
better in two months, 12,000 in three 





WALTER TRITTIPO 


Proctor advertising counsel, told dealers 
about the promotion on iron 


months. The campaign will sell 
around 18,000 irons, Mr. Culbert felt. 
In its drive the company is giving 
three year guarantee on the iron 
with the exception of the cord, is 
ffering a 30 days free trial money- 
back offer if not satisfied. 


Portions of the plan new to small 
appliance deals include group meet- 
ings, free window trims in which 


Proctor pays the bill, demonstrations 
in large stores and displays and action 
signs for small dealers. 
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‘IT’S Seven O'Clock, DADDT — — — 


— — and thus, millions give their eager 
acceptance to their favorite radio star. 
Likewise, the heating appliance indus- 
try gives warm approval to Chromel, its 
favorite heating-element wire. The device 
maker protects his interests, and your own, 
too, in using this original of the nickel- 
chromium resistor alloys. Your customers 
find that Chromel equipped devices 


give such long, unbroken service, 


The Wine That Made 


1939 








CHROMEL 


a coop name in HEATING ELEMENT 


that they are actually unmindful of the 
heating element. This complete satisfaction of 
course leads to more sales for you. So, when 
you buy your stock of heating devices, 
you do yourself a good turn when you 
ask that the heating elements be made of 
Chromel. (If interested in heating element 


design, send for our handy Heating Unit 
Calculator.) .. Hoskins Manufactur- 





ing Company, Detroit, Michigan. 
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THE 


PROCTOR 
NEVER-LIFT 


AUTOMATIC 
SPEED IRON 
























We needn't be 
telling you— but the way 
to make money inthe elec- 
trical appliance business is to pick a winner while 
it's new and push it to a fare-thee-well. The Never- 
Lift Iron is new... and is it hot! America’s read- 
ing about it in The Saturday Evening Post, in 
the biggest newspaper iron campaign ever re- 
leased, seeing it demonstrated everywhere. And 
American women by the thousands are gladly 
plunking $12.50 down on the counter for it—be- 
cause it is the only iron that banishes “ironing 
fatigue” —the only iron you never have to lift or tilt. 











Come and get your Christmas Profits while it’s red hot! 
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Styled for Service 

APPLIANCES 


Make extra 
PROFITS 










































PROCTOR 


TOASTERS at $2.95, $3.95 and $9.95. 
combination Toaster and Tray Sets at $7.95 ($9.90 value) and $12.95 


I'wo sensational 


($15.90 value) PROCTOR ROAST-OR-GRILLES $17.95 to $24.95 
. PROCTOR WAFFLERS at $9.95. 


Ask your jobber or Proctor Representative for details NOW. 


PROCTOR 


ELECTRIC COMPANY, PHILA., PA. 


Division of Proctor & Schwartz, Inc., Est. 1883 


















Mike Sweeney Helps Keep 


FOR THE 
LWUVVA MIKE 





Tabs 


- - 
z a soft Mas 


Here's Mike Sweeney, left, manager of G-E's domestic refrigerator sales section, 
counting the sales along with A. L. Sanger, refrigeration sales manager. 


$1,250,000 IN REFRIGERATOR SALES— 
ALL "FOR THE LUVVA MIKE" 


G-E's "Mike Sweeney Day" a 
Ripsnorter 


NEW YORK—After 29 years with the 
General Electric Company, salesman 
Mike Sweeney was forced to sit idly by, 
powerless to raise a finger, and watch 
more than a million and a quarter dol- 
lars worth of domestic refrigerator sales 
roll in and drop at his feet. It wasn’t 
done with bonuses, with high pressure, 
or with mirrors— but all “for the luvva 
Mike.” And it happened on Friday, 
September 29, planned as “Mike Sweeney 
Day” on the G-E calendar. 

Mike Sweeney, manager of the G-E 
domestic refrigerator sales section, is 
known the length and breadth of the 
electrical appliance industry, and the 
special sales effort in his honor, worked 
out by A. L. Sanger, refrigeration sales 
manager, and Jean DeJen, manager of 
dealer service, was kept a complete 
from him until the day arrived. 
National headquarters were set up in 
the Waldorf-Astoria in New York, and 
all during the day and evening telegrams 
and friends dropped in in a 
stream. As a matter of fact, even the 
dealers were not informed until 
the day before the drive opened. 

Sanger and George Chapman, manager 
of G-E specialty appliance sales, recorded 
a special message to campaign managers, 
announcing the plans. The disks did 
not arrive at their destination until 
September 22, and then were played by 
sales counsellors at a campaign meeting. 
Bob Shackelford, manager of the G. E. 
Supply Corp. in Nashville, received only 
one record, which he had to carry to all 
points in his territory by plane. Then 
the fireworks began, at 7 o'clock in the 
morning in most distributorships, with 
a breakfast for dealers. In many cases, 
distributors did not count a sale until 
the customer’s name and address was 
actually filed. 

The weather reports for Mike Sweeney 


secret 


continuous 


G-E 


Day were dust storms in Texas, rain 
and fog elsewhere. In certain territories 
the refrigerator supply was _ totally 


exhausted. 

Quota set for the day in advance, by 
headquarters, was $500,000 in retail sales 
list prices. The exact figure at the close 
of the campaign will probably never be 
known, but as the party at the Waldorf 
pulled down the blinds, the figure was 
standing at $1,300,000 with many places 
still to be heard from. Under the rules, 
the latter probably did not qualify in the 
campaign total—but orders are orders. 





NOVEMBER, 


Mike Sweeney Day was undoubtedly 
the greatest single day for 
refrigerator sales in the company’s his- 


tory, and probably the greatest single day 
f although this could 
It passed the 
total set several years ago for Zimmer- 


for all appliances, 
not be checked readily. 


man Day, in honor of P. B. Zimmerman 


then sales manager, although that cam- 
was 
staged during a stock market boom and 


paign covered all appliances and 


with bonuses to salesmen. 


An interesting sidelight was that sev- 


sale 
the 


the 
in 


eral distributors 
other appliances 


reported 
zooming 


fined to refrigerators. 


A. Wayne Merriam, in Schenectady 


reported a refrigerator total for the day 
of $16,086, but this was only about half 


of his appliance sales for the day. 
Pat Callan, a builder in Great Neck 
Long Island, 


in honor of Mike Sweeney. Said Callan 
“Did you ‘Sweeney?’ I'll take ten 
It was a great day for the Irish. 


Say 





| find Gils te Milhe Sweeney Mawel whe 
| had to sit idly by and watch the boys 
go on a Selling spree in his honor. 
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household 


same 
proportion, although the drive was con- 
As one example, 


was asked by a Rex Colt 
salesman to buy at least one refrigerator 
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SCHICK Dry Shavers 
Schick Dry Shaver, 


Inc., Stamford, Conn. 


Device: Restyled line of Schick dry 
shavers. 
Selling Features: Main feature of 


General Electric Co., 
Div., Nela Park, Cleveland, O.., 


for whisker clippings. 


model with 


mond 


a pigskin pouch at $16.50; 


restyled line is a small device called 
“Whisk-it” which acts as catchall 
“Colonel” model 
will be available in 2 styles and 3 
package combinations at 3 prices: the 
“Pocket Dressing Room” kit at $17.50 
featuring the new “Colonel” de luxe 
“Whisk-it”, mirror, comb 
and special space for jewelry in 
leather-covered case designed by Ray- 
Lowey; 2nd package is the 
le luxe “Colonel” with “Whisk-it” in 
the third 
combination is the regular 
“Colonel” model with “Whisk-it”, in 
beige or flecked burgundy at $15. 
All “Colonel” models are fitted with 
special “Speed King” shearing head 
and a.c.-d.c. motor with no vibration. 
“Captain” model in new burgundy 
color with moderate dash fitted 
with “Whisk-it” is also offered in 
vigskin pouch and neat box at regu- 
lar price of $12.50. Special Christ- 
mas red and gold box wrappers and 
Whisk-its will be sent free to all deal- 
ers who certify the number of 
“Colonels” they have on hand.—Elec- 
trical Merchandising, November, 1939. 


package 


v 





S-4 Sun Lamp 


Incandescent Lamp 
and West- 


inghouse Lamp Division, Bloomfield, N. J. 


M del 
Selling Features: 












SING 


100-watt Type S-4 sun lamp. 
Produces approxi- 
mately 4 times as much ultraviolet 
per watt consumed as does the S-1 
sun lamp; consists of inner tube of 
ultraviolet-transparent fused quartz in 
which ultraviolet radiations are gen- 
erated by a mercury arc; an outer 
A-21 bulb of special glass also trans- 
mits age ee and screens out un- 
desirable short rays; can be operated 
only in equipment made expressly for 
its use: rated life is listed at 400 
applications rather than in burning 
hours, which represents more than a 
year’s service. 
ces $9.50.- -Electrical 
ing, November, 1939. 
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NuTone Chimes, Inc., 
Device: 


Se lling Features: 


Price: 


Device: 


Selling Features: 


Models Eight 


Selling 


NUTONE Time Chime 


Third and Eggleston 
Ave., Cincinnati, O. 


Combination 
and door chime signal. 


kitchen clock 
Combines self-start- 
ing Telechron kite hen clock and Nu- 
tone model B deluxe short tube door 
chime in one case; chime gives signal 
for 2 doors; choice of ivory, white 
or red case. 
$11.95.—Electrical 
dising, November, 1939. 


Merchan- 


nuTone 
Time curme 
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ROUND OAK Range 
Round Oak Co., Dowagiac, Mich. 


Seminole combination electric 
and coal or wood range with two 
ovens. 


Electric section is 
equipped with 4 large TK spiral sur- 
face burners with 5-speed selectors 
mounted in insulated moisture-proof 
receptacles which may be lifted, 
slightly rotated and locked in the “up” 
position for cleaning purposes; 2- 
stage porcelain oven is equipped with 
graduated insulation ; 3-position se- 
lector switch is set for a choice of 
speeds; coal and wood section has 
roomy top with front plate that lifts 
up for easy feeding of fire box; por- 


celain enamel oven; oven door 
equipped with thermometer and 
tightly closing tension mechanism; 


heavily constructed fire box has 
duplex grates; handy draft control is 
mounted below ash pan on front of 
range. Electrical Merchandising, 
November, 1939. 





EDWARDS Chimes 


Edwards & Co., Norwalk, Conn. 
2-tube models; 2 Ca- 
thedral Chimes ; Musicmaster oversize 
tubular model; Junior Chimes, Xylo- 
chime and Utility Chimes. 
Tubular 
variety of 
overall 


Features 
available with cases in a 
period designs and _ finishes ; 
size 433x84+x24 in.; 


tion. 


Cathedral Chime 





1939 


Pri es 


Selling Features: 


models 


Prices: Nos. 


available for two- 
entrance and single entrance installa- 


models—Milan 


and Westminster—have 3 signals: the 





Cathedral signal, the 2-se- 


single note. 


melody 
quence notes; and the 
Night illumination is also provided 
under the case in these two models 


Milan has 3 tubes; Westminster has 
4 tubes; both models available with 
black or white grained marble plastic 
cases. 


Musicmaster 2-tube model has 
longer and larger tubes, giving 
deeper, richer notes; overall size 


474x94x234 in. 

Junior Chimes use bars instead of 
tubes; 1 and 2 entrance models avail- 
able; ivory, black or bronze cases. 

Xylochimes use bars instead of 
tubes with resonators to amplify 
sound—louder than Juniors, but not 
as loud or as resonant as tubular 
models. 

Utility Chime has mild single note ; 
Ivory finish. 

Tubular Models: $8, $9, and 
$10 for 2-entrance models; $7, $8 and 
$9 for single entrance; Milan Ca- 
thedral Chimes, $29.50; Westminster, 
$34.50 ; Musicmaster , $15 double, $14 


single; Junior Chimes, $3.95 double, 
$2.95 single ; Xylochimes $7 and $5.50 
for 2 entrance models; $6.25 and $5 


for single entrance; Utility Chimes 
without transformer $1.—Electrical 
Verchandising, November, 1939. 


v 





MARKEL Heetaires 


Markel Electric Products, Inc., 145 E. 
Seneca St., Buffalo, N. Y. 


Device: New line of portable Heet- 


aires. 

Models 195 and 196 
built for 2 kinds of heat—direct radi- 
ant heat from Neo-Glo element and 
chromium reflector, and forced heat 
from a quiet-running fan that draws 
air in from floor and forces it over 
Neo-Glo element and out into room; 
2 switches make it possible to have 
either or both types of heat; No. 195 
has 1320 watts; No. 196, 1650 watts; 
152? in. high, 94 in. wide, 12 in. deep; 
50-60 cycle induction type fan motor 
has no radio interference; Tantone 
lacquer finish. 

Small portable models 190-191 are 

similar to double-action models with- 
out reflector; No. 190, 1320 watts; 
No. 191, 1650 watts; 12 in. high, 
84 in. wide, 8 in. deep. 
195-196, $12.95 in East, 
$13.95 in South and West; Nos. 190 
and 191, $9.95 in East, $10.95 West 
and South.—Electrical Merchandis- 
ing, November, 1939. 


Device: 
Selling 


Price: 


Selling Features: 











ELECTRESTEEM Radiator 


Electric Steam Radiator Corp., 
Detroit, Mich. 


Portable electric radiator. 
Features: Plugs into wall 
socket ; oven-baked crystal enamel on 
bonderized steel available in ivory or 
walnut finish; special internally con- 
structed copper super steam boiler; 
requires little attention simply check 
water every 30 days; 23x22x7% in. 
overall; convenient carrying handle. 
$29.50.—Electrical 
November, 1939. 


Merchan- 
dising, 


v 





UNIVERSAL Heating Pads 


Landers, Frary & Clark, New Britain, Conn. 
Device: 


Three-heat pads with long tie- 
on tapes. 

Four automatic heat 
regulating thermostats hold any one 
of 3 different heats: high 185, medium 
150 low 115 deg.; non-radio inter- 
ferring ; separate washable muslin slip 
with long tie-tapes for attaching pad 
to any part of body, and rubberized 
water-proof cover; eiderdown cover 
in pearl gray, orchid, green.—Elec- 
trical Merchandising, November, 1939. 


v 





DOMINION Sandwich Toaster 


Dominion Electrical Mfg., Inc., 
Mansfield, O. 


Device: No. 567 “Grid-A-Bout” 
wich toaster-waffle iron. 


sand- 


Selling Features: Only one set of re- 
versible grids for all operations: flat 
side is used for toasting, grilling, fry- 
ing, etc.; and large waffle grids on 
other side are for waffles; expansion 
hinge; top grid can be placed 
back providing large frying sur 
faces; vision indicator covered 
with heat-proof glass; patented fea 
ture allows grids to be reversed 
quickly. 

Price: $7.95.—Electrical 
ing, November, 1939. 
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Nationally Advertised in these Magazines! 


President 
$6.95 to $11.50 
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I'LL SAY 
THEY ALL WANT 
RITTENHOUSE 
“YDOOR CHIMES! 


RITTENHOUSE 
DOOR CHIMES 


A NATURAL FOR QUICK 


Christmas Profits! 


e Smart Styles @ Rich Plastic Housings 
e Superb Tone Quality 
e Exclusive Engineering Improvements 


A Model For Every Gift Budget 
Priced $1.00 to $50.00 


Better stock up on Rittenhouse Chimes 
for the Christmas rush that is sure to 
come from our powerful advertising 
campaign reaching the able to buy peo- 
ple in your locality. 

Rittenhouse is the only chime maker 
that backs up its dealers with a consistent 
planned advertising campaign through- 
out the year. That's why Rittenhouse is 
the line the public knows best. That's 
why there are more Rittenhouse Chimes 
installed today than any other make. 
That's why Rittenhouse is the line that 
sells and the one that offers you real 
profit opportunities. 

The new 1940 line is a “knockout.” 
Dealers are rushing orders in greater 
volume than ever. Call your wholesaler 
now and stock up for Christmas. There’s 
a model for every purse, $1.00 to $50.00. 


THE A. E. RITTENHOUSE CO., Inc. 
DEPT. 358 HONEOYE FALLS, N. Y. 


RITTENHOUS 


DOOR CHIMES 
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ZIP-A-BAG 


Zip-A-Bag Corp., 35 E. 20th St., 
New York, N. Y. 


Device: “All Type” line of Zip-A-Bag 
replacement cleaner bags. 

Selling Features: Fits practically “all” 
cleaners; empties automatically ; once 
attached—never removed; adjustable 
suspension tape fits all handles; ad- 
justable “Zip-a-clamp” eliminates all 
couplings; available in Moleskin or 
twill fabric in black, brown or red. 
In addition to the above a Standard 
Deluxe and special line of bags are 
available for specific makes of 
cleaners. 

Price: “AN Type” line, $1.89.—Elec- 
trical Merchandising, November, 1939. 


v 


ROLLAWAY Reducer 


Rollaway, Inc., 507 Fifth Ave., 
New York City 


Device: Electrically heated “spot” re- 
ducer 

Selling Features Combines heat and 
massage to reduce excess fat; auto- 
matic thermostat inside controls heat, 
keeps it uniform; 110 volts, a.c. or 
d.c.; flesh is gently squeezed between 
series of heated soft rubber rings 
which knead and massage; weighs 1 
lb.; finished in pastel shades. 

Price $9.95.—Electrical Merchandis- 
ing, November, 1939. 


v 


EMPIRE Pants Presser 


Empire Electric Co., 817 Main St., 
Cincinnati, O. 


Selling Features: Presses pant, coat 
sleeves, lapels, pleats, etc.; weighs 10 
oz.; plugs into any socket; can also 
be used as flat iron when handle is 
folded back in position. 

Price: $2.50.—Electrical Merchandis- 
ing, November, 1939. 


NOVEMBER, 1939—ELECTRICAL MERCHANDISINGBE: ecy 


HANDYHOT Washer 


Chicago Electric Mfg. Co., 6333 W. 651 
St., Chicago, Ill. 

Device: Little Magic Washer No 
XL-2. 

Selling Features: Ten-quart tub holds 
up to 3 or 4 slips, gowns or similar 
pieces; 12 in. high, 12 in. diam. ; air- 
cooled induction motor and drive as 
sembly enclosed inside cover with 
convenient lift handles; only 1 moy- 
ing part—a soft rubber plunger oper- 
ates in an up and down movement 
white vitreous enamel tub handles ir 
contrasting color; 110-120 volts; 50- 
60 cycles; weighs 13 lb. packed for 
shipping. 

Price: $7.95.—Electrical Merchandis 
ing, November, 1939. 


om 
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POLAROID Desk Lamp 


Polaroid Corp., 285 Columbus Ave., 
Boston, Mass. 


Selling Features: Designed by Walter 
Dorwin Teague; 100-watt lighting 
unit casts light on desk through con 
cealed window of Polaroid light-con 
trol material that traps at source al 
the light-vibrations that would ordi- 
narily appear as reflected glare after 
striking work surface; plastic base 
shade and aluminum stem are ar- 
ranged to give maximum stability 
ventilation and illuminating efficiency 

Price: $9.75.—Electrical Merchandis- 
ing, November, 1939. 


BECKETT Boiler-Burner 
R. W. Beckett Engineering Co., Elyria, 0 


Device: Beckett-Commodore Boiler 
Burner unit. 

Selling Features: Boiler is by Inter- 
national Heater Co., Utica, N. Y. 
and burner is the Beckett Commodore 
atomizing burner; completely auto- 
matic; all moving parts cushioned t 
prevent noise; finger-tip air adjust 
ment for automatic control of air for 
combustion; nozzle-line electrode as- 
sembly; close-coupled fuel unit—n 
parts to wear out; built-in domest! 
water heater may be used to pr 
vide year round hot water aut 
matically; furniture steel cabinet fi 
ished with enamel.—Electrical M 
chandising, November, 1939. 
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Have you got the right answers for 1940? 
For a plan that will make sense —a product 
that will make history and profit— get the 
1940 refrigerator news STEWART-WARNER 
so U0 ME: babalolbbatol-ME-t ab tt-Me DST-1o00 obi ce) am Oley abia-sats loyal 


bat OF ablot-Vofo MB \ (oh 4 -s 10 0): a to Eto 


REFRIGERATOR 


A Dependable Product Built by 
a Dependable Company 


Stewart-Warner Corporation, 1828 Diversey Parkway, Chicago, Illinois 


STEWART-WARNER 
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The Versatile, 


HEALTH-MO 


Gets Plenty of Power 
from a Trouble-Free 


BLACK & DECKER 


MOTOR 





| eee to every home-cleaning need is the dis- 
tinguishing feature of the HEALTH-MOR SANITATION 
system. Here, in a compact, symmetrically-designed 
power unit, is a multiple-service appliance ready to do 


milady’s bidding quietly and efficiently. 


Airwashing, moth-proofing, fumigation, insecticide 
spraying, floor polishing, rug and furniture cleaning and 
shampooing—yes, even body massage and scalp treat- 
ments—are but a few of the many uses to which this 


modern domestic servant can be put. 


To power this versatile machine, HEALTH-MOR en- 
gineers specified a trouble-free Black & Decker Motor. 
As a result, HEALTH-MOR users are assured of quiet, power- 
ful, unfailing motor dependability and high operating 
efficiency. 

The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The co-operation of our engineers is at the disposal of 
manufacturers who may be interested in the application 


of universal motors to the improvement of their products. 


15) ONS) Ge 0) OS 





THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


Specialists in the Design and Application 


of Universal Motors 
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MAZDA Photofiash Bulb 


Westinghouse Lamp  Div., Bloomfield, 
N. J., General Electric Co., Incandescent 
Lamp Dept., Nela Park, Cleveland, O. 


Vodel: Midget Photoflash lamp No. 5. 

Selling Features: Smaller than golf ball 
(24 in. long) yet delivers nearly a 
million lumens at peak of flash; for 
use with all cameras except those of 
focal plane shutter type; bayonet- 
type base assures quick loading and 
unloading and positive base-socket 
contact; uses smaller reflector equip- 
ment—may be used in spot-type re- 
flectors designed for long-range pho- 
tography; lacquer coatings inside and 
out guard against breakage. 

Price: 20¢.—Electrical Merchandising, 
November, 1939. 


v 





REIF-REXOIL Air Conditioner 


Reif-Rexoil, Inc., 37 Carroll St., 
Buffalo, N. Y. 


Device: Model RA-85 low-priced di- 
rect oil or gas-fired winter air con- 
ditioner for small homes. 

Selling Features: Generator or fur- 
nace is of 10 gauge double-weld steel 
with side radiators and an_ inbuilt 
boiler plate baffle; double inlet 12 in. 
blower in rear compartment with 
raised motor and variable speed pul- 
leys; replaceable filters; stainless 
steel vaporizing pan mounted on heat 
generator provides humiditv; Rexoil 
pre-cast Monolithic combustion cham- 
ber is used for both oil and gas fir- 
ing; Rexoil BU Special oil burner 
or a model R-G gun type gas burner 
is located in burner compartment; 
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combination Rexoil furnace and {, 
switch provides high temperatur 
limit control as well as blower regy. 
lation within useful tempera 
ranges; maximum rating of 110, 
B.t.u. at bonnet; modern, 2-tone Rex. 
oil gray crinkle case with removable 
side and front panels and chrom 
hardware. 





Price: “An installation complete 


oil burner can be sold for less 
$400." — Electrical Merchand 
November, 1939. 


SUNBEAM Shavemaster 


Chicago Flexible Shaft Co., Roosevelt Rood 
and Central Ave., Chicago, Ill. 


Device: Model M Shavemaster for use 
on a.c. current only. 


Selling Features: A.C. model has new 
Sunbeam magnetic type motor wit 
tuned and counter-balanced armatures 
that reduces vibration and produce: 
plenty of power; this Shavemaster i: 
a companion item for Model R a.c.- 
d.c. model; both Shavemasters have 
“475” comb and hollow-ground cut 
ter; a.c.-d.c. model has the Universal 
brush-type, series-wound motor wit! 
on-and-off switch; both models de 
liver same quality shave, according 
to the manufacturer, and a.c.-dc 
model is more suitable for men wh« 
travel and get into d.c. areas. Model 
M50 is for 50 cycle; Model 60 for 
60 cycles. 

Price: Model M $7.50; Model R, $15 
—Electrical Merchandising, Noven 
ber, 1939. 


v 





ROTO-GLO Hecter 
F. A. Smith Mfg. Co., Inc., Box 509, 
Rochester, N. Y. 
Device: Oscillating radiant heater. 
Selling Features: WHot air waves co1 
stantly move in a 20 ft. spread 


chrome plated reflector 14 in. diam.; 


adjustable to any position; can | 
operated either oscillating or statior 
ary; non-tip base; 1000 watt element 
110-120 volts, 50-60 cycle, a.c.; nor 
radio interfering. 


Price: $11.95.—Electrical Merchandis- 


ing, November, 1939. 
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Models: 
Selling 


Device: 


Price: 





FROGIL Oil Heaters 
Gray & Dudley Co., Nashville, Tenn. 


ice: Frogil down-draft, hot-blast oil 
ining circulating heaters. 

ing Features: Insta-Liter makes it 
possible to quickly light heater by 
lropping lighted match into fire-door ; 
extra heavy inner unit gives longer 
life; even flame distribution; forced 
air circulation; stainless steel burner; 
A-P constant level control valve; 
Ray-Dors direct heat where wanted 
and warms room quickly; 3 air ducts 
increase air circulation; radiator type 
combustion chamber; radio dial con- 
trol on front panel; low flue open- 
ings; available in wide choice of sizes 
and capacities; modern design.— 
Electrical Merchandising, November, 
1939. 


DOMINION Table Stoves 


Dominion Electrical Mfég., Inc., 
Mansfield, O. 


No. 559 and 558. 

Features: No. 559 2-burner 
equipped with concealed switches of 
heavy reciprocating double pole type 
similar to those used on ranges; left 
burner, 1,000 watts, 3 heat controlled 
by independent switch; high heat 
1,000, medium 500, and low 250 watts ; 
right burner 660 watt, single heat, 
controlled by independent switch. 
No. 558 single burner, table stove 
equipped with 1,000 watt 3-heat ele- 
ment with reciprocating type double 
pole switch; both models chromium 
plated and black shrivel finish. 

No. 559, $8.95; No. 558, $5.95. 
—Electrical Merchandising, Novem- 
ber, 1939, 


rice 
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EASTMAN Strain Reliever 
Eastman Mfg. Co., Manitowoc, Wis. 


New cord connector that 
makes it impossible for cord to “pull- 
out” of socket. 
elling Features: Heavy rubber plug 
has “neck” extending over cord, a 
steel clamp is tightened about “neck” 
vhen plug is fitted into place, which 
makes a tightly joined unit which ab- 
sorbs strain ordinarily carried by 
terminal wires and screws. Same 
principle is used in design of East- 
man Strain Reliever socket—in place 
of extended “neck”, the special clamp 
is fastened into socket insulator unit 
and is screwed in place directly over 
ord, thereby removing any possibility 
f cord and socket pulling apart. 
25¢.—Electrical Merchandising, 
November, 1939. 
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Supreme Electric Products Co., 
Device: 


Selling Features: 


Price: 


Device: 


Selling Features: 


SUPREME Food Warmer 


99 M#. 
Hope Ave., Rochester, N. Y. 


Supreme table pad food 


warmer. 

Keeps coffee, cereals, 
vegetables, rolls and other dishes 
warm; black Bakelite case, striped 
chromium top 6 in. diam., 14 in. high; 
reflector disc prevents heat from in- 
juring table finish; 110 volts, 50 
watt, a.c. or d.c. 

$1.00.—Electrical Merchandis- 
ing, November, 1939. 
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BLEAVINS Cleaner 


The Bleavins Mfg. Co., Minneapolis, Minn. 
Model 
Selling Features: 


Bleavins Super cleaner. 

Heavy duty motor; 
air-cooled, totally enclosed precision 
made ball bearings; self-equalizing 
revolving rotary brush automatically 
raises or lowers to rug thickness; 
handle remains at position desired 
without spring or catch to hold it; 
lock is provided to hold handle rigidly 
locked in any desired position; 
crackle finish in robins egg blue, cadet 
gray or nut brown.—Electrical Mer- 
chandising, November, 1939. 
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FLORENCE Heat Driver 


Florence Stove Co., Gardner, Mass. 
Electric air distributor de- 
signed for use with certain Florence 
Circulating heaters 

Consists of 3-bladed 
fan enclosed in case with chrome wire 
grille work mounted at front; adjust- 
able shutters behind grill direct air- 
flow to right, left or straight ahead; 
may be used as air circulator in sum- 


mer and for drying hair, clothes, 
etc.; sold as an accessory; sets on 
top of heater.—Electrical Merchan- 


dising, November, 1939. 
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ONE LABEL HELPS 
YOU SELL ALL 3! 


PORCELAIN 























When you sell appliances made from ARMco 


Ingot Iron you gain a basic sales story—one 
that puts your customer in a receptive frame 
of mind from the start. 

Whatever you sell—a refrigerator, a range, 
a washing machine—you can be sure that 
the twenty-five years of national magazine 
and radio advertising behind the Armco 
label will help win customer acceptance. 

Only manufacturers using Armco Ingot 
Iron may attach this sales-aiding label to 
their appliances. With your next order ask 
for Armco Ingot Iron and the Armco label. 
Sales records will say you were right. The 
American Rolling Mill Co., 1681 Curtis Street, 
Middletown, Ohio. 


ARMCO 


INGOT IRON 


A NAME KNOWN TO MILLIONS 
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“MERRY CHRISTMAS 


TO ALL 
AND TO ALL 
A GOOD CLOCK’’* 





*HE MEANS THE 


Falstury 





NEW WESTMINSTER CHIME BY SETH THOMAS 


TTE’VE OFTEN wondered who origi 
\\ nated the saying, “A clock is the 


ideal Christmas gift.” Perhaps Santa 


Claus started it. Anyway we know 
that ever since the founding of Seth 
Thomas in 1813, Seth Thomas clocks 


have been preferred as Christmas gifts 
by thousands of people; and among 


! 
Lon 


these « ks, chimes have always been 
a favorite 
And this 
clock that should help you cash in on 
this trade. It's the No. 2 
Falsbury —a self-starting electric with 
a full Westminster chime. It sells for 


Though it hasn't been out 


year there is a partic ular 


Christmas 


only $25. 
very long, it’s already hitting the sales 
bull’s-eve 

And the Falsbury is but one of the 
Thomas line. Some of the 


others that will receive Christmas at 


new Seth 


tention from consumers are pi tured 





cabinet 
brown 


Chaumont A French Pro- 


vincial desig i light natural agonally 


mahogany. The d as gold col n front 


ored background. Retails at $9.95 


SETH 


FOR EVERY ROOM 





Ao Ceé Console For 


mahogany 


matched veneer 


half-hours. Retails at $17.50 


below. Take the No. 2 Echo, for in- 
stance, a self-starting electric alarm 
encased in genuine walnut with ma- 
hogany ends and selling for only$5.95 
... the Chaumont in distinctive French 
Provincial design at $9.95 ... or the 
modern No. 6 E 
brown mahogany and with striking 


Console in rich 
movement at $17.50. 

Best of all, these clocks are not only 
new, beautiful and priced for turnover, 
but each has the precision and work- 
manship which have made the Seth 
Thomas name famous for over 125 
years. That's what makes this your 
opportunity to cash in on the Christ- 
mas ¢ low k boom. 

Better stock up today for display 
and sales. Call or wire your jobber. Or 
write Seth Thomas Clocks, Depart- 
ment FF, Thomaston, Conn.,a division 
of General Time Instruments Corp. 





mantel. Rich 
£ 
Ao. 2 Gcho An alarm 


with rich rubbed walnut case. 


with di- 


trikes hours and Sash and feet are bright pol- 


Retails at $5.95 


OMAS 


ished brass. 


IN THE HOME 
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NAXON Autogriddle 


Naxon Utilities Corp., 2101 W. Walnut St., 
Chicago, Ill. 


Model: PL 639 Autogriddle. 

Selling Features: Heavy cast alumi- 
num grill 12 in. diam.; built in 
thermostat automatically provides 


constant heat at exact degree for per- 
fect pancakes and other grillings; flat 
ribbon element; 1000 watt, a.c. only. 


Price: $7.95.—Electrical Merchandis- 
ing, November, 1939. 


v 


GE Air Conditioner 


General Electric Co., Air Conditioning 
Div., Bloomfield, N. J. 


Device: 
LB-22. 


Oil fired warm air conditioner 


Selling Features: Larger, lower-speed 
fan isolated from frame of unit by rub- 
ber mountings and canvas connectors 
contributes to noise reduction; motor- 
compressor unit is spring mounted; 
during summer air circulation may be 
provided by running fan without 
burner ; cooling equipment may be in- 
stalled to make complete year ’round 
air conditioning; improved humidity 
control ; Impact-expansion principle of 
atomization breaks oil into fine mist 
so that each particle of oil comes in 
contact with oxygen necessary for 
combustion; “opposed jet” construc- 
tion in combustion chamber mixes oil 
and air so that complete combustion 
takes place with minimum of excess 
air; oil flow stabilizer provides con- 
sistent economical operation by main- 
taining nearly constant oil rate under 





all conditions.—Electrical Merchan- 
dising, November, 1939 


v 


MILLER Fluorescent Desk 
Lamp 


The Miller Co., Meriden, Conn. 
Model: No. FL 720. 


Selling Features: Convenient push but- 
ton switch and pen rack in base; 154 
in. high; reflector 18t in. long, 6% in. 
wide has inside reflecting surface that 
combines advantages of non-tarnish- 
ing polished Alzak aluminum and the 
diffusion of white pigment; base 
11x6 in. houses auxiliary operating 
unit; standard thermal switch type 
auxiliary for operating on 110-120 
volts, 60 cycle, a.c.; can also be sup- 
plied with magnetic reactor for a.c. 
operation or with thermal reactor and 
resistor for d.c. operation; uses 15- 
watt, 18 in. Fluorescent daylight 
lamp; bronze finish. 

Price: $13.95 less bulb; $15.95 with 
magnetic reactor and $15.65 with 
thermal reactor.—Electrical Merch- 
indising, November, 1939. 
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DIRECT Mr acis 


oe 


S publishers of Electrical Mer- 

chandising for over 20 years, 
McGraw-Hill is uniquely equipped to 
offer complete, authoritative Direct 
Mail coverage of the Electrical Appli- 
ance Trade. Extreme accuracy (guar- 
anteed 98%) is maintained on a daily 
corrected basis and the widest possible 
selections are available. Send for 
folder entitled “Hundreds of Thou- 
sands of Reasons Why” which de- 
scribes how McGraw-Hill Lists are 
built and maintained. 


W hat Selection Do You Want to 
Reach? 


ELECTRICAL WHOLESALERS 
APPLIANCE DEALERS 
Major Appliances 
Minor Appliances 
Larger Dealers 


OCCUPATIONAL GROUPS 
Central Stations 
Department Stores 
Hardware Stores 
Etc. 

GEOGRAPHICAL SELECTIONS 

POPULATION GROUPS 


Write for list “Electrical Appliance 
Trade” giving details on selections, 
counts, prices, etc., or ask any repre- 
sentative. 


va 


(en J 


OiwibtOm 


CGRAW-HILL PUBLISHING CO 











Know Electricity as 
Experts Know It / 





and Get an Expert’s Pay! 


What about your future? Who is safe today? 
Surely not the man who is contented to 
stand still! Know your job thoroughly—pre 
pare yourself for jobs ahead. To do just this 
thousands of men have used 


The Croft Library 
of Practical Eleetricity 


The Croft Library is a complete electrical 
educator. It is founded on practice—on 20 
years of shirt-sleeve experience—on work as 
it is actually done. It is jammed from cover 
to cover with the kind of hard-headed facts 
you want. Written so that the beginner can 
easily understand it, yet so sound, s0 
thorough, that it is the daily guide of 59,000 
highly paid electrical workers and engineers 
Croft tells you the things you need to know 
about motors, generators, armatures, com 
mutators, transformers, circuits, switch- 
boards, distribution systems—electrical ma- 
chinery of every type—illumination in its 
every phase—the most improved methods 
of lighting—lamps and lamp effects, etc.— 
how to do a complete job, from estimating 
it, to completion. 
6 volumes, 2155 pages—only $16.50 

No money down—easy payments 
Fill in and mail the coupon attached and 
we will send you the entire set of six 
volumes for ten days’ Examination. We take 
all the risk—you assume no obligation. If 
you decide to keep the books, send $1.50 in 


ten days and the balance at the rate of 
$3.00 a month. Send the coupon NOW and 
see the books for yourself. 
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Examination Coupon 


McGRAW-HILL BOOK CO. 

330 W. 42nd St., New York 

You may send me the six volumes of the Croft 

library of Practical Electricity for 10 days’ exami- 

nation, I agree to return the books, postpaid, in 

ten days or remit $1.50 then and $3.00 a month 

until the special price of $16.50 has been paid. 
(To insure prompt shipment, write plainly and 

fill im all lines.) 


Name 
Home Address 





City and State . 
Position 
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Diversity Gives 
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(Advertisement) 


FREE “WHISK-ITS” TO CREATE BIG 
XMAS RUSH FOR SCHICK DRY SHAVER 


Stamford,Conn.—Novem- 
ber 5. “Smart new mer- 
chandise will win more 
Christmas gift sales than 
old merchandise and cut 
prices’’, says Ralph J. 
Cordiner, President, Schick 
Dry Shaver, Inc., in an 
exclusive interview today in which he an- 
nounced a complete line of Schick Dry Shavers, 








especially styled for the holiday season. Each 
Schick Dry Shaver will be equipped with a 
**Whisk-it”’ . an ingenious device, that 
captures every single whisker clipping. 
Continued Mr. Cordiner, “‘We recently put 
on the market a new model with amazing 
success because it wes backed by a revolu- 
tionary merchandising idea—a national ‘old 
razor trade-in’. We have received enthusiastic 
compliments on our ‘Captain’ campaign from 





every source in the trade. For instance, 
dealer said: 

***Schick Dry Shaver has made the dry 

shaver red hot news all over again and it 

has brought us the biggest rush of electric 
shaver business in our history’’’. 

“The facts below indicate that the dry 
shaver is well on its way towards becoming 
the everyday accepted way to shave by mil- 
lions of men. It is my conviction that right 
now is the time for alert merchants to get be- 
hind this speeded-up trend towards dry shav- 
ing because those who do and who push Schick 
Dry Shavers as Christmas gifts this year are 
going to find that the Schick Dry Shaver has 
been a real Christmas gift to them.” 


one 





DRY 





AGAIN SCHICK 
WITH SEN 


A “CATCHALL” 
FOR ALL 
WHISKER CLIPPINGS 


save STEALS SHOW 
SATIONAL XMAS SPECIAL! 


FREE! All New 1940 Schick Dry 
° wie a Shavers equipped with ex- 

Schick Dry Shavers 

isles imcnaillllitnineab cilia clusive new ““‘WHISK-IT’... 

Takes Shaving Out of Bathroom! 

















Christmas 
an ingenious 
“Whisk-it” 
Fitted to the shearing head, it catches 
all whisker clippings. Permits shav- 
ing anywhere, in any room—at home 


or office —before or after dressing! 


Operates on AC or DC 


Schick “Pocket Dressing 
Room” Kit, featuring the 
new “Colonel” model. With 
mirror, comb and exclu- 

sive new “Whisk-it”. 
In luxurious case, 

designed by Ray- 


They have more EYE appeal, 
more BUY appeal. You'll get quick 
turnover, longer profits! 


ERE’S why this Schick Christmas” Drive will be 
the greatest in the entire history of dry shaving: 





er 
rs, ade use of the convenience. Both 
groups occasionally make small pur- 
li hases which they might otherwise 
ar- have made elsewhere. For the local 
ily patrons, the store has become a 
~ familiar institution and one which 
om hey are likely to patronize when an 
de- mportant selection is to be made. 
are Handling theater tickets is another 
yay Of making contacts and friends. 
Not a money maker in itself, it never- 
theless helps to make the services of 
to the store fit in somewhere to the life 
f everyone in that part of town. 
Greeting cards are also popular 
traffic builders. This department is 
likewise located at the rear of the 
store, so that people coming in pass 
by all appliance displays before they 
reach their goal. Of course, its great 
seriod of activity is around the holi- 
lay season, but there is a fair demand 
for cards for special occasions 
throughout the year. 
Duncan has a number of effective 
) ethods for building business from 
the contacts thus devised. He recog- 
nizes, for instance, that the cash regis- 
ter where purchases are paid for is 
mce the common center which ties all 
bre. hese activities together — and he 
selects this area for his best business- 
getter stunts. During the winter, 
when the warmth from a portable 
ce neater feels good even in Los Angeles, 
ne keeps a heater in operation near 
—— [the cash register, so that those wait- | 
ng for change feel the full effect of | 
the warm air. Result—a satisfying 
number of heater sales. A make-up 
mirror with indirect lighting, a set 
-a_w 6% door chimes which the customer is 


invited to play by pressing a button 
and other tempting “try it yourself” 











ay! novelties tempt the customer at other 
oday? Htimes. 
ed t sadn r 
—pre Get them into the store—and then 
his - * ° . ; 
sell them”, in fact, is Duncan’s motto. 
ty 
ttrica 
on 20 
ork as 
cover DIVERSITY. *e. 
facts 
er car 
d, 80 
59,000 : 
neers | Lhis Store Added Sheet 
corr 
witch- uSIC 
1 ma 
in its 
ethods 
ations IXON’S, Ltd. of Victoria, B. C. 
. is an example of an electrical 
store which has gone into the musical 
g 
2ents §- : ; . 
4 ana Bfeld. This business started in 1931, 
of six Bwhen T. M. Nixon and Herbert Clarke 
lon, | joined forces in an electrical con- 
ate of Btracting business. Later they added 
W an® Felectrical appliances and later music. 
: The store recently moved for the 
second time to larger quarters. Sheet 
music and small musical instruments 
crott } gave been a great help in furthering 
iain? is expansion, according to Mr. 
month  @Nixon. They both of them mean 
y ands Brepeat business and bring customers 
into the store. Emphasis on popular 
hits means a sure fire attraction and 
greatly increased store traffic. This, 
mS n turn, enables salesmen to establish 
[11-39 § Contacts which leads to later sales of 
eevee’ Bclectrical appliances. 
SING 


ELECTRICAL MERCHANDISING—NOVEMBER, 


mond Loewy, 


$17.50. 























I. Best Dry Shaver Ever Built... The merchandise itself 
is far out in front of its field . . . not only in appearance 
. .. but in silken-smooth shaving performance! 


2. 


Hotter Than the Trade-in Drive... This whole Christmas 
promotion is patterned after the successful “Captain” 


Other 
Schick Dry 


; GA”, 
4 Shavers in 
attractive gift 

} packages. The 
5 “Colonel” at $15.00 


and $16.50. The 
“Captain” at $12.50. 
(All equipped with the new 
“W hisk-it”’.) 


campaign . . . reaches equal number of people and offers 


these people just what they want in a gift for a man. 


Actual Survey Proves More Than 1,000,000 Men Want 
a Schick Dry Shaver... The Kaufman Department 
Store Survey (as reported in LIFE, December 5, 1938) 
shows that the dry shaver is second only to bathrobes 
as a man’s first choice for a Christmas Gift. And SALES 
MANAGEMENT for October 1, 1939, reports that 24 
times as many men specify Schick Dry Shavers than 
nearest competitor .. . that over one million men want 
Schick Dry Shavers for Christmas. 


Big Smashing Full-Color Ads 


’ 




















Schick’s Christmas Special Campaign in Sunday four-color 
supplements, American Weekly and rotogravure runs in 37 
Sunday newspapersin 33 cities. Total Impressions 29,661,606. 
In addition to these newspapers, a striking full color ad- 
vertisement appears in the Christmas issues of Esquire, 
Life, Saturday Evening Post. Total Circulation 5,945,321. 


FREE! 


—to help you tie-in your store with this great Special 
Christmas Selling Event. 


Leaflets, 
Special Mats for Retail Store Advertisements 


Window and Counter Card, Store 


Get ready for the Christmas 


Rush NOW! Order by wire FREE! 
(Until midnight, November 30th) 
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KITCHEN VENT FAN 
3 



















Dealers, display this new low-priced, quality-built Signal Wall 
Box Vent Fan—and watch them move. 








































This is an all-year- 
Profitable to handle and stock. Display card and 
envelope stuffers furnished free. 


‘round item. 
If you haven’t one of these 
fast selling fans on display, get one now. 











There's No Closed 
SE 


LLING SEASON 
on &<, Item.. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 





Offices in all principal cities 
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relate Mdals 
NEW TOASTMASTER HOSPITALITY SET 


A 


WILBUR B. DRIVER CO. 


NEWARK, NEW JERSEY 











In Vancouver, B. C., a somewhat 
similar plan has been put in force, 
with a trade-in agreement on ranges 
which worked out by a com- 
mittee with a long record of practical 
They agree 


was 


experience behind them. 


their schedule of values allowed 


that 


| on old ranges is just about right for 


their conditions. The dealers 
who made the agreement felt that 
there should be some penalty for in- 
fringement and threatened a possible 
withdrawal of the bonus privilege of 
the B. C. Electric Company for any 
dealer who broke ranks. This utility 
pays a stated sum for such a sale, 
providing the dealer is a standard 
acknowledged outlet for the range in 
question, eligible dealers being placed 


own 





Trade-In Practices That Worked 


CONTINUED FROM PAGE 7, 





24 Ho 





ee O 
work. They must have the suppor ia 
of the utility, and the wholesal iling, 
> inves 


the leading lines should be 

those who realize the importa: tly Ww! 
helping dealers to make a profit servic 
their sales. The most suc necess 
plans have no fixed penalties att y out 
in case of failure to live up » Save! 
agreement, reliance being placed os 
the power of persuasion. It is irict 
presumed that the dealer who sig: field 
the agreement in the first place boc h 
because he believed that it omplete 
make money for him, and that a | twic 
only necessary for him to become ™ men ¢ 
aware of a salesman’s fault to correct every 
it. In some communities successfy °"Y ™4" 
trade-in agreements have con sing a 


lifficult s' 


through the dealer organization whic eee 
ls fron 





























on an approved list checked with the is carrying on general cooperative “*"° ; 
jobbers. A withdrawal from this list promotion. Other cities feel that th aap his 
would mean a serious loss to any involves the entire program in -amiags - 
dealer. The penalty feature has not risk of trade-in adjustments and pre- oy ‘al - 
been used, however. In practice, the fer a set-up such as that in Portlar » i 
system works on a basis of counsel or Vancouver, where the appraisal “"~ net 
and good advice. One instance of an and check-up are in the hands cn hee 
excessive trade-in offer arose from central bureau. ra teat 
an unlisted dealer who was unable to One thing which is important com 
make delivery of the range he had that experience has shown that it is oye 
“sold”. When the sale later came to not necessary to have the full list ye _ 
a bona fide dealer, he was careful to local dealers in the set-up to eee 
call in a neutral witness to the trans- with and that occasional breaks, Ser ae 
action so that it might be clear that even persistent overbidding by cer- ere 
the trade-in allowance he had made tain firms will not necessarily brea alg 
was according to the approved sched- down the constructive work, providing teen 0d 
ule. Local dealers believe the agree- the better class firms handling hig ¥ ie | 
ment has come to stay and are sure quality merchandise stand together me 
that it has solved for them the evil and do not let themselves be stam: iy, ae 
of placing the customer in the position _ peded. we Ps 
of seller rather than purchaser. “The way to resume payment i: sales in 
Another type of trade-in agreement to resume payment”, said a famous sais 
is that carried out in certain large reformer of our currency—and fault 
cities where the retail furniture deal- principle seems to hold true in chnique 
ers have taken over the situation and case of trade-ins. The way to cu rar" 
maintain shopping service on each _ out rivalries in bidding for old range: ads 
other and small dealers, using moral and iceboxes, it seems, is to cut ther uree. 1 
lectures supplemented by their in- out. If the better group of dealers -ompany 
fluence with the jobbers to bring the with the support of the utility a1 vet 1 
“chiseler” into line. the good will of the wholesalers, tak \dequ 
In general, it may be noticed that the plunge, and hold firm ever naatuaians 
the successful plans must have the though there be occasional break 7), dep 
support of the majority of large out- here and there, the thing seems vith thr 
lets in the community in order to work. the hz 
he met 
has longs 
zs 4 physiciat 
é€ PPE ee es names 4a 
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“It's a new feature—super-sensitivity. The ice-cubes pop up when you say ‘Boo!'" d, fee 
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24 Hours to 
Make the Sale 


ees CONTINUED FROM PAGE 25 








lling, the salesman makes a com- 
» investigation and can report back 
‘tly what the difficulty is so that 
serviceman can then arrive with 
necessary equipment and tools to 
out the repair. This also is a 
saver, both for the customer and 
ice department and_ eliminates 
friction and expense. 
field supervisor has all the field 
in his charge. He makes the 
plete circuit of the men in the 
twice daily, arranging to meet 
men at specified places. He calls 
every half hour during the day. 
{ny man is free to ask for his help in 
losing a sale or in dealing with a 
lifficult situation. He picks up these 
from the store and also learns 
where his men are so as to be able to 
ite them in his circuit of the terri- 
d By tory. His payment is an override on 
sales made by the field men. He 
not have a share in the store 
though his men may receive 
complimentary commissions for 


r districts. 



































ing costs. 





Bonderizing resists the effects of 


humidity. It holds the finish and is a barrier 


to corrosion. 


It prevents the spread of rust 


around accidental injury to the enamel. 


* * 


SEND FOR THIS BOOK 


Send for a copy of the new Bond- 
erizing Catalog. It describes 
Bonderizing in detail and gives 
the salesman a new talking point 
that helps close deals. 


7 





PARKER RUST-PROOF COMPANY, 2164 E. MILWAUKEE AVE., DETROIT, MICHIGAN 












< When records show that any man 
- ‘ n the field has been falling down in 
os sales for a full month’s time, this 
&y lifficulty becomes a problem for the 
ages supervisor to solve 4 month’s 
Ls ther than a week’s record is taken 
vid wrder to get a truer picture of the 
ie tuation. The supervisor then goes 
Aes the field with this salesman. He 
Bs iy find that the difficulty is not the 
: 1's fault, but due to some outside 
= ndition, as when a strike paralyses 
, in a given district inhabited by 
_ en involved. Or if the man is 
id fault, it may be some failure of 
schnique which can be readily cor- 
Oo Paige Ase 
rane ‘ted. If definitely it is shown that | When your refrigerator prospects come into 
: man is just a poor salesman, of 
7 irse, he would be dropped from the | the market they cam select a unit that is pro- 
eaiers , k,: - ; 
rs a Tee eee ee ee | lh hee mk Many of the world’s best 
’ t yet been found necessary. 
F \dequate store service in handling | known makers add that last touch of com- 
; tomer’s calls is of course provided. P P an 
br The department has its seh anny pleteness by assuring finish stability. 
m th three girls particularly assigned 
the handling of salesmen’s contacts. Make sure that the line you sell is Bonderized 
method is similar to that which . ; 
long been successfully used by —then use this extra feature as a selling 
physicians and nurses, who leave their point. It is an important factor. It may be 
umes and program with a central 
bureau so that they are always on the very point that will make the sale. 
ill to meet emergencies. 
Under this system every store con- Rust prevention is important to you as assur- 
tact is followed up in the shortest pos- 7 
ble time. Were the salesman turned | ance against finish servicing and recondition- 
loose with the entire city for his 
rovince, he might follow up one lead 
a distant part of town, missing the 
uusewife, who is not at home. He 
uuld then try another prospect miles 
vay, only to find that she has already 
en reached by some other store. 
he result of repeated failures of this 
kind would result in an impression on | 
part of the store direction that ' 
re salesmen were needed in order i 
make more prompt contacts. New 
en put on mean that the business 
vailable for the older men is less- 
ened. As a consequence there was 
lways a danger of losing the best 
men on the staff, who become dissatis- 
of" fied, feeling they are not supported. 
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ANY 
HEATING 
APPLIANCE 


to give your customers the service 
they expect — must have a heating 
element engineered to give that 
service 

Quality manufacturers select 


NICHROME V because it affords them 


ANY SIZE 


to suit the product 


ONE QUALITY 


to meet the strictest tests 


Nitelanomme: 


y/o \hh ad ial) 


DRIVER-HARRIS COMPANY 


HARRISON, N. J 








i NEAR INVISIBLE 


.001 
.0015 


003 __ 





.0056 





.0089 





.010 





.025 





.036 








.051 





.091 


102 





AND UP 





Scientific Services to 


COOPERATIVE 
COMPETITORS 


is the title of a booklet, now on the press, detailing this 
customer-benefit approach to better merchandising. 


LAMP CERTIFICATION 





1.E.S. GLASSWARE CERTIFICATION 











PRELIMINARY 





FLUORESCENT CERTIFICATION 





MANUFACTURER 
DOME 100 


Z a. hh 


eM) 


REFLECTOR CERTIFICATION 


In lighting especially, engineering, buying and selling 
are done on the basis of E.T.L. tests. 


ELECTRICAL TESTING LABORATORIES 
East End Avenue at 79th Street 
New York, N. Y. 
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What is a Dealer? 








usual. We have found sellers of 
major appliances—that is occasional 
sellers—in garages, filling stations, un- 
dertaking establishments, shoe shine 
parlors, candy stores and so on. The 
list could be made to include almost 
all legitimate businesses and some that 
are not too legitimate. 

We of ELectricAL MERCHANDISING 
always have been and still are opposed 
to this type of outlet. We refuse to 
term them electrical or appliance deal- 
ers for certainly that they are not. 
They have little or no interest in the 
sale of washers, ironers, refrigerators 
and the like. They do not understand 
the merchandising of appliances and 
have no desire to learn. They are not 
set up to sell electricals. They have 
no financing plan so usually sell for 
cash which is the strongest force and 
inducement there is to cut prices. In 
brief they have no interest in the 
appliance field as such. 

Who is to blame for this situation? 

Perhaps the answer is in that we 


| have never found one of these illigiti- 


outlets which has solicited the 
sale of appliances. They were induced 
to do so by some salesman of the 


mate 


| manufacturer or distributor. 


Who is to blame for that? 

Perhaps no one, but a policy of 
wanting a multiplicity of outlets. The 
salesman is unable to secure a satis- 
factory number of regular dealers. 
The heat is turned on him with the 
result he puts his appliances in any 
man’s business he can sell the idea of 
carrying a sample or two. 

When the order gets to the maker 
or distributor the name usually or 
often gives little or no indication of 
the man’s main business so he goes on 
the books as a dealer. 

However we are not willing at this 
point to place the men, 
makers or manufacturers. We believe 
this most undesirable situation a per- 


blame on 


fectly natural one for an infant in- 
dustry. It was true in the automotive 
field many years ago. We recall a 
man who had a route for one of the 
great tea and coffee concerns. Yet he 
‘Maybe the grocer's 
delivery boy can be 
considered an outside A 
salesman.” 4p 
rh 


": 
*y 
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CONTINUED FROM PAGE 16 





had an agency for one of the we 
known automobiles and sold some. 7 
day a dealership for any manufa 
turer of automobiles must pass a ri 
investigation before being accept 
We feel sure this same method eventy 
ally will be adopted on the major ap. 
pliance field. May that day come soor 

Why, asks 


youngster ? 


ral 
K1U 
e 


the major appliance 

Simply because too much damage 
being done in too many ways to the 
refriger 
tors, heaters, by the “beyond the pale 
sellers. Let us review just a fe 
the troubles. 

We'll go back to our grocery frie: 
and see how he usually makes a sale 
A customer has been down town look 
ing at a refrigerator. That evenir 
when buying his flour and sugar 
sees the “box” on his friend’s floor 
and asks the price. Now the grocer 
may have had that model for quite 
while and wants to get rid of 
“Well”, says he, “it regularly sells for 
a hundred and fifty dollars but if y 
can pay cash we may get together ar 
do business.” 

Then follows the visit by the wife 
and the usual dickering and bickering 
until the man finally gets the refrig- 
erator for a hundred dollars or a little 
more. 

This is common practice with mar 
—yes we will say most of f 
pliance sellers in this classificatio: 
whether they be grocers, drug store: 
or what nots. They may even order 
the model or size wanted at a slight! 
higher price if the one on the floor 
does not suit. 

What harm has been done and t 
whom? 


selling of washers, ironers, 


the ap- 


The customer has lost faith in 
regular appliance dealer because 
thinks the dealer was trying to charge 
him much. Every consumer 
convinced that whatever price he pay 
there is a profit in it for the retailer 
He (the one who bought the refrig 
erator) may be satisfied with his ba: 
gain until some service call has to | 
made. The grocer can’t or 


too 


won’t make 
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ELECTI 





harge despite the guarantee of the | 


ee manufacturer. Then the purchaser a eZ ; 
usses the grocer, the local dealer and | ° of f) 


Che regular dealer will for a serv- | my } 










Lolly, SA aN 


; > 
&Slectresteem PORTABLE STEAM RADIATOR PROVES 


maker. He becomes a knocker of 

we that brand the harm from which de- | NF, 
‘ * . » 
ls on how liberal a talker he is. ~ 


legitimate dealer becomes very 


ippy over the whole thing and if 


te the cases are repeated often enough 

throws the line out and gets an- >” WORTH TO DEALERS BEFORE OFFERED TO PUBLIC! 
ar ther Then the manufacturer “bawls ‘ This half-pq 

’ the distributor for losing a good P® Sdvertisement 


Scheduled io a 


° Ppea 
er, and the distributor has a sales i 


; ef ; 
ting and gives his men Hell for LIFE 
ting refrigerators in grocery stores " 
\s Andy would say, “What a mess” 
the books and the 
nale sale of one refrigerator. It’s a hun 
) : dred to one the grocer will not re 


We've tested sales in the toughest markets with- 
out any dynamite ... we didn't even advertise to 
the public. But the sales poured in and the deal- 
ers are re-ordering every day. These records 
prove that Electresteem has what it takes to make 
money for you. 


Novembe, 17th 


| for one name or 


THE GREATEST ADVANCE IN HEATING COMFORT AND 
CONVENIENCE SINCE THE TURN OF THE CENTURY! 
=a 


frie That was a mighty expensive re- 
i sale frigerator for the appliance field. It | 
look id been better if it never had been | 


enir sold 


"s y Tou. the evidence is too strong to from a Ww A L L P L U G € 





Now we've got the sign for “FULL SPEED 
AHEAD!” The first gun in the selling barrage is 
the half-page advertisement in LIFE magazine. 
And that's only the beginning. Electresteem is the 


sweetest little money-maker you ever handled. 
leny that there are too many sellers 
































rrocerl of major appliances. But, we repeat | Easy to sell .. . no installation time or trouble... 
uite ur belief there are not too many THE SAFEST... CLEANEST... HEALTHIEST no servicing expense. Sell one to a customer and 
of ijor appliance dealers. Self-contained Portable Heating Plant in the World you've made a friend for life. 
IIs f \s a matter of fact there are not 
+ enough legitimate or possible dealers Don't miss the boat on the hottest item you've had 
er ani selling major appliances. a crack at in many a moon. Shoot the coupon in 
We were quite shocked at the num- CC ts COM —or wire for details TODAY! 
e wife ber of letters received from regular | 
kering| dealers in which such statements as | p Oo ae:\ a L . Qo A D I Dae) R IT’S A MONEY-MAKING TEAM 
refrig these appeared, “We have quit selling Plugs into Electric Wall Socker Uses No More Current Than 
a littlelf major appliances because there are eden tied: ben, ree — —YOU and Slectresteem 
too many in the business”—and—“We Approved by the UNDERWRITERS’ LABORATORIES, Inc. [J 
inv have been considering major appli- 
re ap-# ances but hesitate to put them in until ae hand 
icati the ‘cut throats’ have been thrown You Wish. 
store ut”—and—“Unless price cutting by 
orderg the ‘gyps’ is stopped we are going to 
lightly quit major appliances”—and just one 
A rre—‘‘Selling major appliances to- 
lay is little short of a ‘racket’ with no 
und mey in it for anybody.” 
Remember all the above are quota " 
in t tions from letters and not statements — . om Cae 
ise y the author or ELectricaL Mer ; Aveileble i» tvery 
charge HANDISING 
ner What would happen if Mr. Sties’ INTERESTING FACTS ABOUT 
e pays definition of a legitimate dealer were 
etailer epted by the industry and enforced Glecteesteem IT CAN Be TOLD! 
refrig-§ in the selecting of outlets? @ Mode of the highest grade steel, bonder- * 
is | The figures of York, Pa. and other me car one 


@ Oven boked crystal enome! finish. Attroc 
tive and durable 

@ Universo! AC or DC current. Sets economy 
records for power consumption 

@ Specic!, patented internally constructed 
copper super steom boiler 

@ 23°22" 7," overall dimensions, extreme- 
ly compoc 

@ Mounted on rubber cushioned, mor-proof T if EY C A N B E S 0 L D | 
sliders 

@ Reavires little attention. Simply check woter 7 

doys 


every thirty 


formation we have indicates the 
imber of major appliance sellers as 
now would be just about cut in 





lf. That sounds serious on the sur- 
‘e but it isn’t. The number of units 


eing sold by the fifty per cent that 


@ Convenient corrying handle furnished with 


eoch unit. Dozens of other handy, thrifty 
features 


ON SALE AT YOUR LOCAL 


uld be eliminated is very, very 


ill and there is little likelihood of 
















. re N N 
em showing any appreciable in- O nutans oun DEALER AND AT ALL v4 
renee «The writer ia i » than con- 
ise. The writer is more than « m- Riettsnstinens behans wht SEARS, ROEBUCK STORES F, 
SERRE ye . : toad ene ta ‘ sn-laden st 
iced almo t one hun lred per cent of Goan. cuvger-tates c. eccit Haat: Otnietuenuen tons 
: appliances now be ing sold by these wiring. Just plug-in any- F h ere aveilebie 
Tronchises iv ova: 
inge outlets would be sold by regu- Sick rooms, sun portors. cob: DEALERS: isisrusc'stvene Uh bbb bbb hb LLL A hhh bhi bt ht bb 
salers with more profit and pleas- ins, cottages, offices, recre ee I 1 i i I 
dealer a ore p and pl SG Gua, MUON GIN asccscacntunsacneusuoeiicemsmemmionion = ATT Tee eee ee eee 
Ire to everybody. stations, trailers, boats, etc ' oe on — 
Fe , wherever safe, healthful heat | fifCTmc Steam aapiavon Comp ZIP OFF AND MAIL TODAY! 
So, to our friends who wrote letters, is required. | = : 
' entlemen - 


1 to those who wanted to but didn’t, Pieese send detcils ond nome of necrest 


u see it is all a question of too ELECTRIC STEAM screaceaesb siti sie ileal 
iny or too few depending on who RADIATOR CORP. aii 


ELECTRIC STEAM RADIATOR CORP. 
DETROIT, MICHIGAN 














skes up the “many” or the “few.” | fis | pee’ Ng epee Rush me details and discounts 
It is just like when we get home at | ghana : ° City Sate 
o in the morning from the club. The We se nica aseemn ieee a oe all Company : 

wife says it is late. We claim it is rep 3 ; ne eiien 

early. But we catch the same amount 
Hell “early” or “late” because the ELECTRIC STEAM RADIATOR CORP. Address - 

\S$ Says two a.m. is no time for any- : ; 

ody to be coming home. Maybe she’s abe se DETROIT + MICH. sited a ae ’ 


rht. But, sometimes it’s fun. 
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UNDISPLAYED RATE: 





WHERE TO BUY 


Parts, Services & Accessories 


DISPLAYED RATE: 


yx h { r inser yn ontra 
reaues (A rT rtising < 

s measured ticall on oF 
rh are 4 umns— 














SELLING : 
EMPLOYMENT : 
UNDISPLAYED 


15 Cents A Worp. MINIMUM CHARGE $3.00 

Positions Wanted (full or part time salaried 
employment only) % the above rates pay- 
able in advance 

Bor Numbers—Cure of publication New York, 
Chicago or San Francisco offices count as 
10 words 

Discount of 10° if full payment is made in 
advance for 4 consecutive insertions 





The 


SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES” 


—RATES— 


Individual 


tract basis. Contract rates quoted on re 
quest 

in advertising inch is measured %” vet 
tically on a column—4 columns—4S8 inches 


MERCHANDISE 
BUSINESS 
DISPLAYED 


y Spaces with border rules 
prominent display of advertisements 

advertising rate is $8.00 per inch for a 
advertising appearing on other than a cor 


fo 


to a page. 





SPECIALTIES 


Electric Mangle Pads and Covers 
types ar s s, electric heating pads 
u igs all types Ohio Tex 
Ss ’ Ww 4 St.. Cleveland, O 








FACTORY MODERNIZED 
A Mew aceon CLEANERS 


Re- flew SWEEPER (0. 


9591 9598 





otcTrRrorr MICHIGAN us 
, Write TODAY to Re-New 
Sweeper Co., Detroit, Michi- 


an for new illustrated cata- 
foos of vacuum cleaner parts 
1d cleaners. 


|FREE!; 











RUBBER UPHOLSTERED 
HAND ._= 
rRUcKS~ A 


SAFEGUARD = 

Your Profits! 
Use ORANGEVILLE 
rRUCKS 


dling 





han 
refrigerators 


for 





kitchen cabinet 
quick 
upholstered 


ranges, radios 


Only 
nose 


truck 
Com- 


8, ete 


with patented change ratchet 


pletely rubber throughout. Several 


convenient sizes. Descriptive circular and prices 


on request 


ORANGEVILLE MFG. CO. 


Manufacturers complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 











Air Conditioning and Refrigeration 





SPECIALTIES 








hine 


Horton and Easy ‘Agitators Rebushed _ 
lara ed job $2.50 cash or C.O.D R 
ed same day received Clark Mactl 
4859 Milwauk AV ( ago, Ill 








BOOKKEEPING SYSTEM 
Especially Designed for 
APPLIANCE-RADIO DEALERS 


A direct, 


easy-to-understand system, 


devised by an — accountantin your 
t 


line of business 
many dealers everywhere 


is in practical use by 


Provides for cost of sales, operating 
expenses, inventory to date, cost of re- 
possessions, cost of rebuilding, loss on 
trade-ins and every conceivable situa- 


tion of your very own business. 
Also system for smaller store 
Write today for desc ‘ive folder. 
THE KNAPHURST COMPANY 


501 S. Jefferson Street 


Chicago, Iitinots 














USE OUR NEW CATALOG “F” AS A 
SALES AID (136 pg—84" x 11”) 


4531 ITEMS 2911 ILLUSTRATIONS 
Vacuum Cleaner Parts—Shop Tools— 


‘V"’ Belts—tron Parts—Grease and Oil 
This Valuable Catalog Shows You:— 


What to charge for Motor Repair 


What to charge for Rebuilding Cleaners. 
Interchangeable parts for related makes. 


Retail prices with 


Copies Limited—Act Promptly— 


Write Today 


The Jesse Company, Inc. 


2440 W. North Ave. 


“your cost in cede.” 


Chicago, Ill. 


























NAME 
Supplies an i DECALCOMANIA ss -tatrs 
PP and Equipment In lots as low as 250! ! ! 
Complete Stocks Lowest Prices Speedy Service | a7 4 Sa WHATEVER YOU 
Send for Big Free Catalog MAK E—SELL—SERVICE 
THE HARRY ALTER Co. ee a oe me ween 
1728 South Michigan Avenue, Chicago | SEND FOR FREE SAMPLES 
Bronches: New York, Detroit, Cleveland, St. Louis | | 1882 E. Aulegt a ; P 
INDEX TO ADVERTISERS November 1939 
Alter Co., Harry 62 Knaphurst Co., The 62 
American Rolling Mill Co 55 Lovell Mfg. Co... Inside Back Cover 
American Tel. & Tel. Co. 46 McGraw-Hill Book Co., Inc. 56 
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Inside Front Cover The 32. 33 
Aut tic Produc 4 a : 
- ry n = a Co C 0 Norge Div., Borg-Warner Corp. 28 
lack ecker E'ectric Co 54 “1 
Blackstone Mfg. Co Back Cover Orangeville Mig. Co. “ 
Briggs & Stratton Corp 17 Parker Rust Proof Co. 59 
hen C Polachek, Z. H 62 
C a a Ma 24 Proctor Electric Co. 50 
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urtis Refrigerating Machine Co. 63 Reliable Vacuum Cleaner Co. 62 
Driver Co., W. B 58 Re New Sweeper Co. 62 
Driver-Harris Co 60 Rittenhouse Co., Inc., A. E. 52 
du Pont de Nemours & Co. E. |. 47 Selden. Irwin 62 
Electric Steam Radiator Corp 6 Schick Dry Shaver, Inc. 57 
Electric Vacuum Cleaner Co 23 Seth Thomas Clocks, Div. Gen- 
Electrical Testing Laboratories 60 eral Time Inst. Corp. 56 
Frigidaire Division, Generel Signal Electric Mfg. Co. 58 
Motors Sales Corp 27 Stewart-W arner Corp. 53 
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WANTED 
Creative And Designing 


ELECTRICAL ENGINEER 


@ A reliable 
manufacturer 


known electrical 
to engage a live 
vide awake and designing elec- 
rical engineer who s thoroughly 


familiar with household appliance items 


nationally 
wishes 











Must have originality, creative and 
thorough engineering background. Give 
thorough detail information in applica- 
tion, which will be held strictly con- 
fidential 
P-557, Electrical Merchandising 
520 No. Michigan Ave Chicago, Ill. 
OFFERED—WANTED 
Selling Agencies—Sales Executives 
Salesmen—Additiona!l Lines 








* PATENT YOUR IDEA 














. records searched 
for “ANY lavention or Trade Mark 




















OPPORTUNITIES OFFERED 





DISTRIBUTORS AND DEALERS WANTED 
to Sell the New Streamlined Bleavins Elec- 

and Non-Electric Vacuum Clesz 

to The Bleavins Mfg. Co., 
Avenue, Minneapolis, Minn. 





Write 
Nicollet 











OPPORTUNITY WANTED 


NEW ENGLAND 





STATES. Sales supervisor 

twenty years in New York area, sixteen 
years with nationally known manufacturer 
electrical household appliances, locating in 
Boston. Well seasoned sales and promotional 
activities, broad experience contacting < 
tributors, utilities, dealers. SA-558, Electrical 
Merchandising, 330 W. 42nd St., New York, 
ae Be 














OPPORTUNITIES OFFERED 





PROFIT OF $6,000 to Local Distributor: 

Exclusive territorial franchise; revolu- 
tionary utility in universal demand; year- 
round sales; attractive discounts; full fac- 
tory co-operation; requirements, proven sales 
ability, and finances to carry reasonable 
stock. Address Sales Manager. SW-559, Elec- 

ical Merchandising, 520 N. Michigan Ave., 


Chicago 


RELIABLE 
Duro-Bilt 


VACUUM CLEANERS 


STAY SOLD! 


Returns Reduced to 1'/2% for 
Large National Mail Order 
Company 
Reliable Duro-Bilt vacuum cleaners 
are profitable to feature. A _ large 
mail order company reduced returns 
from 16% to 142% when they 
changed to Reliable Duro-Bilts 
ind you can do likewise. 

WHY RELIABLE 
DURO-BILTS STAY SOLD! 
Motors are completely 
and worn parts replaced 




















over-bauled 


New Bags attached 
New Cords attached 
New Bag Clamps 


Chromium and Nickle parts 
restored to original new ap- 
pearance. 

Brushes are re-bristled like 


Neu 


Duco and Enameled parts are 
refinished like neu 


Modernized headlights attached 
if desired. 


Guaranteed 1 Full Year 
Immediate Delivery on all 
nationally advertised Brands 
Eureka Electrolux 
G.E. Air-Way 

Royal Premier 

Apex and others 


Write for illustrated literature and prices. Let 
us show you how you too can sell Reliable 
Duro-Bilt Vacuum Cleaners at a profit. 


RELIABLE VACUUM CLEANER CO. 
158 West 23rd St. 














New York, N. Y. 
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LEGAL NOTICE 
STATEMENT OF THE ow. NERSHIP, “MANAGE- 
MENT, CIRCULATION, ETC., REQUIRE D 
THE At “od OF CONGRESS OF AUGUST 2 

1912, AND MARCH 3, 1933 


Of Electrical Merchandising, published 
Albany, N. for October 1, 1939 


State of New York ?.. 
County of New York §~ 





month] 


a Notary Public in and for the State 
and county aforesaid, personally appeared D 
McGraw, who, having been duly sworn according 
law, deposes and says that he is the Secretary of 
McGraw-Hill Publishing Company, Inc., publisher 
Electrical Merchandising, and that the following 
to the best of his knowledge and belief, a true stat 
ment of the ownership, management (and if a dail 
paper, the circulation), etc., of the aforesaid publica 
tion for the date shown in the above caption, required 
by the Act of August 24, 1912, as amended by the 
Act of March 3, 933, embodied in section 5 
Postal Laws and Regulations, printed on the reverse 
of this form to wit 
1. That the names 


Before me, 

( 
u 
the 


and addresses of the publisher 






































editor, managing editor, and business managers aré 
Publisher, McGraw-Hill Publishing Company, Inc., 
West 42nd St., N. Y¥. C. Editor, L. E. Moffatt 
West 42nd St., N. Y. Laurence 


Managing Editor, 
Wray, 330 West 42 a St. N. Y. C. Business aw 
ager, H. W. Mateer, 30 West 42nd St., N ( 
2. That the owner is: (If owned by a corporatior 
its name and address must be stated and also imn 
diately thereunder the names and addresses of stock 
holders owning or holding one per cent or more 
total amount of stock. If not owned by a corpora 
tion, the names and addresses of the — 
owners must be given f owned by a firm, compar 
w other sorporated concern, its names ar 
addre S$, as as those of each individua] membe 
be McGraw a, uae 
Ine 30 42nd St 
James H. M 
James H. Met 


. Stockholders 
3: 30) West 42nd § 
r 30 West 42nd St 
James H. McGraw s H. McGraw, J 
urtis W. McGraw, Trustees for: Harold W 
James H. McGraw, Jr., Donald C. _McGraw 
McGraw; Curtis W. McGraw, 330 We 
N. Y. C. Donald C. McGraw, 
42nd St.. N. Y. C. Anne Hugus Britton, ; 
42nd St., N. Y. C. Mildred W. McGraw, Madis 
NX. J. Grace W. Mehren, 73 No. Country Club Dri 
Phoenix, Ariz. J. Maicolm Muir & Guaranty 
Co. of New York a ustees for Lida Kelly 
Broadway, N. Y F. S. Weatherby, 27 
Road, Brookline, 
3. That the known 
other security holders 
or more of total « 
securities are 


4. That the 










and C 
McGraw, 
Curtis W 
42nd St, 





Muir, 14 
Clint 
M ass 
bondholders, mortgagees, 
owning or holding 1 
f bonds, mortgages, ¢ 
are none, 80 state.) 
above, giving 
and security hold 
list of stockhold 


ar 





None 
two paragraphs next th 
names of the owners, stockholders, 
any, contain not only the 
security holders as they appear upon 

the company but also, in cases where tl 
ider or security holder appears upon the book 
company 





f the as trustee or in any other fiducia 
relation, the name of the person or corporation f 
whom such trustee is acting, is given; also that 

said two paragraphs mtain statements embracir 
affiant’s full knowledge and belief as to the circur 


mditions under which stockholders ar 
who do not appear upon the be« 
as trustees, hold stock and securit 
in a capacity other than that of a bona fide own: 
and this affiant has no reason to believe that ar 
person, association, 6r corporation has ar 
direct or indirect in the said stock, bond 
or other securities than as so stated by him. 

5. That the average number of copies of each iss 
this publication sold distributed, through 

r otherwise, to paid subscribers during t! 
months preceding the date shown above 
information is required from daily publicatior 


stances and ¢ 
security holders 
wf the company 








twelve 


D. C. MceGRAW, Secretary 

McGRAW-HILL PUBLISHING COMPANY, IN( 
Sworn to and subscribed before me tnis 25th d 
of September, 1939 
[SEAL] 
Notary 
Cik’s N 
(My 


H. E 
ty. Clk’s No 
) 


BEIRNE 
Public, Nass 4. N. ¥ 
Reg. N 


commission 






expires March 30, 1940) 
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special feature 


of Chromalox units, and it means a 
big cut in your inventories, and 
quicker service to your customers. 


YOU CAN FIT A CHROMALOX 
UNIT TO ANY RANGE UNIT 
OPENING by snapping on the cor- 
rect adaptor ring. 

These rings are inexpensive, and 
come in all required types and sizes. 
A varied stock of them, with a limited 
number of Chromalox units, enable 
you to meet every “trouble call” with 
immediate service, replacing a burned 
out unit in any range with a fast- 
cooking, economical Chromalox unit. 
This is Service that Sells—and the 
best of it is it not only pleases the 
customer, but it also brings the dealer 
or power company a big saving in 
cash outlay. 


ELL CHROMALOX-equipped ranges | 
SE CHROMALOX units for replace- 
ents in all ranges. 


Get 
tory. 


the complete sales-boosting 
Mail the coupon today. 








DWIN L. WEIGAND CO. 
525 Thomas Blvd., Pittsburgh, Pa. 


end me the "“CHROMALOX PLAN" book. | 
ame 
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Demonstrations in 


Razor Blades 
eee CONTINUED FROM PAGE 5 





the store and size up his logical pros- | 


pects: (1) Men who have facial 
blemishes such as moles; (2) Boys 
suffering from acne: (3) Men in 
white collar jobs; (4) Men who are 


time. 


hard pressed for 

Stepping to his stand a 
“You don’t 
use one of these like you do a safety. 
With a blade razor, as you know, you 
pull your skin tight and shave down. 


display 
dealer picks up a razor 


With an electric you shave up. See 
the way I tighten the skin?” 

“You won't get a sore neck line 
using an electric razor. You won't 


need to use face lotion. In short, it’s 

to make a cere- 
mony out of shaving. You can forget 
hot water, the lather, the fooling 
the old 
and you can 


no longer necessary 


the 


around necessary with way. 


You save a lot of time 


Lace . . we } > 1 
shave yourself when you are all 
dressed up. In hot weather shave 
right after you have a shower when 


the face is cool and there is no pers- 
piration to bother you.” 

With women customers, a smart 
salesman will let slip the poignant fact 
that electric razors are swell for re- 
moving underarm hair and hair from 
the legs and never grow dull. 

Proof that the demonstration is 


necessary to superlative selling can be 
found in the branches of Swa- 
backer-Fry in Los Angeles and San 
The Los Angeles 
pushes out razors by the dozens while 
the San Francisco 


two 


Francisco. 


store 


store moves very 
few. Reason, a superb demonstration. 
In Elk Point, South Dakota, the 
Thompson’s who run the Pioneer 


Drug Company are a fertile source of 


razor business, far in excess of the 
population of the town. 
the hotshot 


given to 


Reason, again, 
that is 
who 


demonstration 


anyone in the _ store 


seems to have a few idle moments. 


As an outside selling aid, the elec- 


tric razor is a natural. Every man 
who has ever made a husband and 
wife call-back in the evening has fre- 


quently encountered a sourpuss hus- 
band as he entered the door. “Just 
what has my wife got herself sucked 


asks Mr. Husband. Now 
George Sholte, of the Union Electric 
Light and Power Company, St. Louis, 
breaker. 
ing out the piece de 
evening, he stuffs an 
into the hands of the hus- 
band. “Did you ever play with one 
of these?” he says, turning it 
him, and gives a brief talk 
before beginning his major demon- 


into now ?” 


Before fish 
resistance of the 


has a good ice 
7 os - 
electric razor 
unwilling 


over to 


on them 


stration. Mr. Husband is always 
fascinated. The same stance is fol 
lowed by Jack Ward of the Ward 


Electric Company in Omaha, when 


he sells refrigerators. Something to 
play with, something he is not ex- 
pected to buy, will always enlist a 
husband’s sympathies and in a 


great 
many cases the razor is sold as well 
as the other appliance. 

Electric razors are naturals, and it 
is logical that the business fits nicely 
into the glove of the electrical dealer 
who is eager to push the small appli- 


ance business. 


1939 
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The Completeness of the 
Curtis Line Assures Greater 
Sales and Profit Possibilities 





( Builders of Cen- 
densing Units 
since 1922) 












HE addition of the Curtis Refrigerated Store 

and Office Cooler to the Curtis line makes 
it even more attractive than ever. It opens up 
a great new market that makes possible new 
sales and profits. 
























All classes of retail establishments—-stores, 
offices, banks, etc., are demanding air con- 
ditioning now. You can fulfill this demand 
with Curtis’ complete, factory designed, pack- 
aged air conditioning unit. It mechanically 
cools, dehumidifies, circulates and filters the 
air—adaptable for heating—easily and 
quickly installed— 
3 and 5 ton sizes. 


The Curtis line of 
condensing units 
includes sizes from 
1/6 to 30 H. P., air 
and water cooled. 
There’s a Curtis model for every refrigeration 
and air conditioning requirement — also unit 
coolers, coils, evaporative condensers, etc., pre- 
cision engineered to deliver economical, efficient, 
care-free performance. 





Curtis Store and Office Cooler 
3 and 5 ton sizes 





If you're interested in profits, in increasing 
your sales, write to Curtis for complete infor- 
mation today. 


CURTIS REFRIGERATING MACHINE CO. 


Division of Curtis Manufacturing Company 


1975 Kienlen Avenue 


48 Air Cooled Units 
45 Water Cooled Units 


St. Louis, Mo. 





This 
SUPERLITE 





stor ® Ordinary Inside Frosted © New Wabash Superlite 
eee Bulb Has Dazzling Glare Glows Gently, Evenly From 
Spot At Center Very Edges 





Nationally 
Advertised 


Sells 


WABASH 
SUPERLITES 


in your own 








IN THE "POST"! IN COLLIER'S! 








@lt’s the deal that created a 
sensation in the bulb busi- 
ness. It’s a complete Light 
Conditioning Department for 
your store, yet takes less than 
1% sq. ft. floor space. Fea- 
tures fastest-selling Superlite 
sizes. Includes Free metal 
display stand; Free bulb 
tester; 6 extra 60-watt Super- 
lite bulbs, Free. See your job- 
ber. Or write Wabash Appli- 
ance Corp.. 335 Carroll Stree’. 


Brooklyn, A 


THE MODERN LIGHT CONDITIONING BULB 


store... when 
you tie-in with 
this Sensational 


Deal! 
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LETTERS 


Misquoting Miss Fisher Lodge show window. We have known 
for many years that the Californians | 
the Editor ire apt to include the entire Pacific MERCH . NDISING 








Coast within their territorial limits 


September issue. to tell and we have heard of the proverbial 
aa I was to see this New Yorkers impropriation of the 
t Q. United States; we certainly felt how- Vol. 62 No. 5 
rae ak el ever, in view of the fact that Bonne- a 
 ¢ ‘ id fa emains, as withe Wines te fecntell om tee Geces of | Publication Office, 99-129 North Broadway, Albany, N. Y. 
Katharine Fisher of Good House- oe a os > Hh ; < prod Editorial and Business Offices, 330 W. 42nd St., New York, N. Y. 
‘ ¥ magazine has pointe 1 out, Mt. Hood whicn aiso houses the lim- L. €. MOFFAT ‘ H. W. MATEER 
= - <a berline Lodge that your Editorial De- Editor Manager 
 igapaecer beanie saggy .. partment should certainly read that | LAURENCE WRAY, Managing Editor ANNA A. NOONE, Home Appliance Editor 
yu ises » aI hich T ~ irector MARGUERITE COOK, Market Analyst 
Mt. Hood on which Timberline Lodge HARRY PHILLIPS, Art Bires . ¥ 
ay eee “d . | ae cian ice ohame oa | TOM F. BLACKBURN, Chicago Editor, 520 N. Michigan Ave. 
is located is 1UU'% pre the state of | CLOTILDE GRUNSKY, San Francisco Editor, 68 Post St. 
That rit ntrary to fact r Oregon and I am pleased to enclose | 
| Lit¢ urary ») TaCl. W “5 I 
sve for manv vears urged women to herewith some folders covering this. 
send their clothes to the dry cleaner President Roosevelt recently dedicated | 


rather than attempting to do this work this (a couple of years ago) and 
it home, as it is both unsatisfactory broadcast it over a nation-wide hookup 


snd hazardous. whatever solvent and {from Timberline Lodge on Mt. Hood 


NOVEMBER, 1939 


Tit 


rome method may he used. You cat and not Mt. Rainier, which is located | 
imagine, therefore, that I was startled bout 200 miles north in the neighbor- The Merchandising Month By L. E. Moffatt . 1 
when I read the above statement ing state of Washington. I am sure 

, . - 26 ° 
As to the next statement, “All too your splendid magazine will be most How to Make Money in Lighting By Laurence Wray....... 2 
, , , nxious wectife thin a ia : t 
many are told to puddle purchases out ANXIOUS TO FECT eae error as well | Increased lamp bulb sales and a new business in fixture modern- 
in the wash bowl by hand,” that i is Satisfy the complaints of those izers awaits the dealer creating a Light Conditioning Service Center. 
} . people in the electrical industry 

ymething that we do urge women not people in tne Cetra! oi try. ° ° ° . 
ae WN ae ne a ce Perhaps some time you can come | Demonstrations Put Zingo in Electric Shaver Sales 

ne machine rather than the bathroon out to the great Northwest and see | By Tom F. Blackburn 5 
cenit: Cuda some of the wonders of nature’s play- | 
wash bow pia) P 

I knew that you would be interested stound, where the seasons are mild | Trade-In Agreements That Work By Clotilde Grunsty... 6 
n having this brought to your and the electrical rates are among the A review of some cooperative set-ups on the West Coast that have 
sention . lowest in the United States. produced results in eliminating chiseling. 


KATHARINE FisuHer, Director Wa ter E. Porter | The Last Word in Model Homes............ nee . 


Good Housekeeping Institute 


Incandescent Lamp Department A Westinghouse villa at Atherton, Cal., packs them in. 
General Electric Company . . . “1 
we | 
Ddiieal  tmmae Diversity Gives Stability....................... 0 
Electric Laundry The experiences of a number of dealers who have experimented with 


allied lines for additional profits. 
To the Editor To the Editor 

We attach hereto clippi 
i Wytheville, Virgir 


the c 


Electrical Leagues Tackle Trade Problems ........... 12 


=o In the October, 1939 issue of Exec- Excerpts from speeches by four major appliance executives plus 
ron TRICAL MERCHANDISING there is an some shots from the annual convention in New York City. 

: ms 108 us Httle article “Window Recipes”. One of ° 

idvertisement was placed in the paper these reproduct; Roaster Thermostats Easy to Adjust ..... cvicuanionds bee 


ions as shown on page 





+ | 





" a CONOT’ voman who says that het 9 shows an attractiv view of the . ou: 
ustomers demand that their washing famous Timberline Lodge. and woes on Watch Your Step in Ad-Writing............ 18 
nd ironing be done electricalh — a cas tc] ; be ae New U. S. law in force makes you prove claims. 
. . ) e that it is located on the slopes 
iT l means invt ng { : ne \1 > 
dication that National Washing and jp, a ; The Homes You Serve By Margaret Seberger 20 
Ca at 4 Mal Wasting a uring the past few months, s ” 
nine Week has not been a failu: EE APP * a, : : ' ere The home economics director at a high school surveys homes of the 
HerRMAN E. KIrcHNER . ee “—— “=e CINE ~~ oupens children and finds a distinct trend over the years. 
ymca o> gia ‘irst some of the California publicity 
ippalachian Electric Power Company gave the impression that the world Collections and Coin Meter Sales By Louis H. Fetter 22 
efield, West Virgu famous Crater Lake was one of their One utility's experience with credit losses on coin meter sales. 
issets Next, post cards sent from 
Culiterain Valiente tak hn tennis 24 Hours to Make the Sale 25 
WANTI W . ing ? a ‘ 
” A oy Wa 5 n oa Cont, Columbia River was also one of the That's all the time you should allow for following-up hot prospects 
Sa A ™M i oe te Mr wonders of California. Now, ELec- says this department store expert. 


Poole’s Filling Station TRICAL pe HANDISING Places va Model Homes Whet Appliance Interest 26 
beriine odge on the Si ypes Of Mt 
h has been in the state of 





Rain; “ How some smart dealers are getting home buyers’ attention focused 
Xainier which on appliances. 
Washington for many years. 


Sand rs , wats : : 
Geography Lesson We like air-conditioned Oregon, and Ideas teense . . 29 


want the world to know of the many 
wonders, both natural and man-made News People, Products, Plans ; 36 
We enjoyed very much the splendid , : ee 
. ee t : that are a part of this great state. We ean 
ory appear 7 in the recent issue of idmit that there are opr ‘bably some New Positions of the Month — 39 
aree-toen om ~ HANDISING teaturing other mountains in these United — 
windows of Powers i urniture Co in States, but feel certain that none are New Merchandise By Anna A. Noone -. SI 
Portland, Oregon—this was a fine + ; . on 
tic] TI p F ” Cc quite so great as Mt. Hood lim- 
irticle. he ywers Furniture Co., , . 1 
neg ; . ~ ' . <4 berline Lodge is located at an eleva- 
who 1s a large electrical appliance 


} lee 1 1 


- tion of approximately 6,000 feet on the 
lealer, 1s extremely pleased with the 


south slope of the great Mt. Hood, in 
Oregon, and we fully expect to keep 
those two great attractions together 
and within the boundaries of the state 
of Oregon for some time to come. 


story and the photographs which you 
ave used. 

However, they along with many of 
the people in the electrical industry in 
Portland are extremely disturbed at 
he gross inaccuracies which appear in C. A. Comstock | A McGRAW-HILL 
he lower right-hand page under the West Coast Power Co., | 

photograph showing the Timberline Portland, Oregon 
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